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now...for the very first time 


1847 ROGERS BROS.’ 
OPEN-STOCK SALE 


1847 
1847 ROGERS BROS. 


| 


“os OPEN STOCK SALE 
pave Net SME | 


25% 


onan, + nay - ean 


iver were Cheech oy fees 
Fiij in-Add i. ~ he 
Start a New Set 


February 14 


Priced to sell new customers with Christmas 
money to spend...old customers who need 
replacement pieces, extra place settings. 
25% off on open stock in every current pattern, 

Packaged for easy handling in transparent 
envelopes. Place pieces priced and packed 
in sets of 4; serving pieces, individually 
priced and packed. 

Special assortments available. Stocked with 


) 


one pattern, any 3 patterns, or all 5 


Ask vour Approved Wholesale Distributor how to get your Open- 
SiS Stock Counter Merchandiser free! Or, write the Advertising 
[epartment, The International Silver Company, Meriden, Conn. 


1847 ROGERS BROS. 


America’s Finest Silverplate - The International Silver Company, Meriden, Conn. The Silver City 





there’s a difference 


in diamonds 


The man may pay for her diamonds, 
but she 5 the one who makes 
the selection. What's more she 
knows there is a difference in 
diamond quality and a difference 
in diamond value. To make the 
sale you need a complete selection 
All top values in whatever 
quality, shape or size diamond 
she desires 
These selections are available 
on memo from William Levine 
to make your store the diamond 


center of your Community 


Model wearing 12 ct. 
diamond ring 
_ with 2 pear-shape 
diamonds and 60 ct. 
diamond necklace. 
Available on memo. 


William Levine Company 


Importers and Cutters of Fine Diamonds 


29 E. Madison St., Chicago 2, Illinois ... Phone CEntral 6-3700 





THE JEWELERS’ CIRCULAR-KEYSTONE 


Executive and Editorial Offices 


Chestnut and 56th Sts. Phila. 39. Pa.. U.S.A 
Telephone: SHerwood 8-2000 


ina @ 


P M. FAHRENDORF. President 
LANSFORD F. KING. Publisher 
DONALD S. McNEIL. Editor 


JAY HANNAH, Art Director and Managing 
Editor 


MARION K. STOCKER, Associate Editor 
DONALD DOWDEN, News Edito: 

GAETON J FONZI, Associate Ed Tor 
MADELINE LOVE. Gifts Editor 

PAUL WOOTON.,. Washington Member of the 
Editorial Board 


Washington News Editors 
1093 National Press Building 
Washinaton 4. + 
GEORGE BAKER 

NEIL R. REGEIMBAL 

RAY M. STROUPE 


HENRY B. FRIED. Horological Consultant 
JOHN J. BOWMAN. Technical Consultant 
DR. FREDERICK H. POUGH, Gem Consultant 
VIRGINIA DIXON, Display Consuttant 
JERRY GEWIRTZ. Fashion Consultant 
WILLIAM WAGNER. Instalment Credit 
Consultant 


BUSINESS STAFF 


NEIL SCHIFFER. Production Manager 
HAROLD ECKELMAN, Promotion Manager 
ELMER DALTON, Circulation Manage: 


New York 


100 E. 42nd St.. New York !7, N. Y 
OXtford 7-3400 

ARTHUR J. TUVERI 

RAYMOND V. LAWRENCE 
MADELINE LOVE 

OLIVER E. HAUPT, JR 


New England 


420 Ind. Bank Bldq. Prov 
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E. P. LINGHAM 


Chicago 


Room 418. 360 N. Michigan 
Chicago |. Illinois 
RAndoliph 6-2166 
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Northern California 


1355 Market Street San Francisco 
UNderhill 11-9737 
FRANK McKENZIE 


Southern California 


198 S Alvarado St Los Angeles 57 Calif 
DUnkirk 7-4337 
JACK KAY 


Subscriptions Address correspondence to 
Circulation Manager, JEWELERS’ CIRCULAR 
KEYSTONE. Chestnut and 5éth Streets. Phila 
delphia 39, Pa. Allow one month for changes 
of address, stating old as well as new ad 


dress 


COPYRIGHT 1959 BY CHILTON COMPANY 


Vo CXXIX No. 4 


OFFICERS AND DIRECTORS 


Joseph S. Hildreth. Chairman of the Board 
G -. Buzby. President 


Vice-Presidents: P. M. Fahrendorf. Leonard 
V. Rowlands, George T. Hook, Robert €E. 
McKenna; Treasurer, William H. Vallar: Sec- 
retary, John Bicir Moffett; Directors, Maurice 
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CHILTON COMPANY 
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aid at Philadelphia, Pa 
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Western Hemisphere countries (ex 

ed = States * its possessions and 

one vear $10.00 Other foreign countries 

one year $15.00. single cople 9 cents in U. S. A 
Subscription payable in advance 


JANUARY 1959 


Take a long look at those crazy, 
loveable teenagers, like the 

girl on our cover. They're big 

spenders now; and they're your 

bridal trade for next year—and 

next. For some startling statistics 

on the teen-age potential for 

jewelers, see page 62. Then, turn 

to page 66 for items to lure them 

into your store... . You'll want 

to clip pages 95-!00—they index, 
alphabetically and by subject 

matter, each article that appeared 

in JC-K during 1958. (Cover courtesy 
American Telephone and Telegraph Co.} 


ILWELERS CIRCULAR-KEYSTONE 


Speaking of the Jewelry Trade 59 


Does Your Store Have Teen Appeal? 62 
JC-K Editorial Index tor 1958 95 


Briefly—Late and Important 124 


News of the Industry 129 


MERCHANDISING AND PROMOTION 
These Have Teen Appeal. by Jerry Gewirtz 66 
Make Your Windows Talk to Teenagers. by Virginia Dixon 


\ Valentine Promotion Program, by Charlotte Thompson 74 


<> 
+ 


Garnet—the Birthstone for January, by Dr. Frederick H. Pough 
How to Sell Pin-Lever Watches. by Sidni Zimmerman 8A 
Open New Accounts by Promotion, by Irving Firstenberg 86 


Are Diamond Guarantees Good Business ? 
by Gladys Babson Hannaford 


Directory of Trade Associations 106 
A Successful “Before-and-After’” 109 
*Make-Your-Own” Fixtures 120 


\ New Type of Jewelry Store 122 


TABLE TOP FASHIONS 
Table Top Fashions 111 


Dinnerware, Glassware & Gifts. by Madeline Love 114 


TECHNICAL 
The Lip Electric Watch, by Henry B. Fried 150 
How to Service the Superslender Self-Windinge Watch. 
by Henry B. Fried = 15>? 
Workshop (Questions NS Answers 154 


DEPARTMENTS 
They re New 32 
Letters 40 

Coming Events 145 
Personnel 144. 
Manufacturers News 145 
Editorial 166 





the eye-opening styles in Wallace Stainless 


Even a fast look at any line-up of Wallace Stainless 
patterns shows you they’re the newest, most exciting 
patterns in the business! By a “‘line-up,’’ we don't 
mean a mere handful, either. Wallace Stainless comes 
in 31 different patterns in 6 different price lines... 
every one a shining example of fine design, superb 
craftsmanship and great durability. Who could ask for 


more in stainless? Certainly, not customers! They've 
been buying Wallace Stainless, and will keep on buying 
it at the same record-breaking clip because they see 
the difference, too. It’s the finest stainless made. 

For further information, see your local Wallace dis- 
tributor, or write to Dept. WH, Wallace Silversmiths, 


Wallingford, Connecticut. o 











WALLACE! |STAINLESS 





The greatest name in American tableware 


SNOW FALL tsp. .49 


WALLACE STAINLESS —A DIVISION OF WALLACE SILVERSMITHS. AT WALLINGFORD, CONNECTICUT . 


BRIGHT STAR tsp. 49 


CIRCE tsp. 1.25 


OO ae oie ee tgs, 
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NORTH STAR tsp. .29 


. SINCE 1835. 





GOOD FORTUNE IN 1959 FORECAST FOR. YOU! 


There's no predicting the many profitable authorized dealers’ horoscope is: ‘ a... 
trophy sales you will make each month “More profitable trophy sales’’. = 28” — $37.50 
when you feature and display the Arlen : 


Trophy lines. 


In today's keen competition, good things 
will come to you with the comprehensive 
Arlen lines. Wide margins of profit and 
faster turnover are Arlen’s omens of good 
fortune any month of the Zodiac. 


Visi r New “Mi | ee rid’ r 
ARLEN'S 1959 PREDICTION! Month-in and eS See Seve Sane 5 eee & Sonne 


Single Manufacturing Plant Devoted Exclusively 
month-out, from Aquarius to Capricorn, our To Trophies and Awards. 


Write or wire for sample 
1959 Color Spectacular 
Catalog, Prices and 
Dealer Imprint Plan. 


68 Brook Avenue, North Plainfield N. J. * MAin 5-4630 + PLainfield 7-4500 
WORLD'S LARGEST SELECTION OF TROPHIES AND PRACTICAL AWARDS ... From a Sport “Oscar” to a Championship Trophy 


ce 
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America’s finest 
diamond settings 


K & B QUALITY 


does more 
ides ume bt-beeleyeletsy 





ee © 100% die struck 
“V- FISHTAIL” “V-PRONG” “EMERALD ILLUSION” = 





® exquisite design 
it ® superb 
craftsmanship 


® America’s largest 
producers of 
ru belcmpubetebberes. 





NO. 162 NO. 190 NO. 103 ® detailed 


Available in 8 sizes to take Available in 10 sizes to take Available in 8 sizes to take : ti 
diamonds from % carat to diamonds from 1% carat to diamonds from 3 x 4 mm to | INSpec 1011 
2 carats. 3 carats; from 4mmto9mm  5§5x7mm. 

spread. 


“ILLUSION”’ | fe 
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NO. 104 NO. 106 NO. 160 NO. 168 
Available in 8 sizes to take Available in 8 sizes to take Available in 8 sizes to take Available in 10 sizes to take 
diamonds from 3/16 carat to diamonds from \% carat to 1 diamonds from 1/16 carat to diamonds from '% carat to 
14% carat; from 5 mm ta8'% ~~ carat; from 5 mm to 842 mm 1 carat; from 542 mm to 8 mm 144 carat; from 5 mm to 8% 
mm spread. Pin point setting. spread. Pin point setting. spread. Double pin point cor- festeeWs-js)u7-le Mm Bleltle)(MelteMelestets 

ners 1 carat up. corners 3/16 carat up. 


Used as components of America’s largest selling ring lines! 
The best rings use K & B findings 


HARLAN € BLEICHER INC 


136 W.52nd ST., NEW YORK 19,N.Y. KB 
OFFICES IN CHICAGO AND LOS ANGELES Taaoe mans age. 


STONE RING DIVISION: FALCON STONE RING MANUFACTURING CO. 














cs AY 


Assorted 
Charm 
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1// displays shown 
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© Birthdays, anniversaries and special events i P i 
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are splendid opportunities to sell charms. 


This lovely display of movable sterling silver ————— 


charms will definitely increase your 1958 ] i - b: 


sales. 


Here are 12 of the most interesting movable 





14 karat gold charms set up on a beautiful 





counter-merchandise display which will defin- 


itely attract the eye and increase sales. e 


@ A beautiful display of 24 sterling silver 








charms that will definitely give you the 





variety you want to increase your sales. 


These displays of charms in 14 karat gold 
and sterling silver will give you the variety 
and quality you want to continually build 
a profitable charm business with your cus- 
tomers. Purchased in boxed displays of 12 
or 24 or purchased individually, if desired, 
you are assured of the best when you buy 


Fisher. 


Charms may also be had in 40 in tray. 
Order now through your wholesaler. 


J. M. FISHER CO. 


ATTLEBORO, MASS. 














no watchbands for me! 


“Sure I’d like a watchband on my watch, but I ruin most bands In a single day. 


All the sweat and dirt work on them so fast that there’s not much sense in 
getting anything but string.” 

Hadley aims to please... for durability is second nature with all stainless steel 
watchbands by Hadley. The Dayton and Lindsay models are especially 
designed for rugged use. Whatever the need ... Hadley has it! ead 
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available through selected wholesale jewelers by LAL) | EY a y 
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photo by DIRONE 
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AN IMPORTANT 


MESSAGE FROM 


THE WATCHMAKERS 


OF SWITZERLAND 





Today In every section of the jewelry industry. we are all aware that 


res that will create orderly and 


changes are vitally needed... chang 


profitable distribution and sales of jeweled-lever watches. 


Kor many months, the Watchmakers of Switzerland have been engaged 
In an exhaustive and painstaking process—the gathering of all of the 


essential facts regarding the American watch market. 


The basic facts have been gathered. The Interpretation of these facets 


is now being completed. 


Within the next few months. elements of the new aetion program will 
emerge in the form of new advertising. merchandising, publicity. and 
marketing plans — which will represent the ucw contribution of the 


Watchmakers of Switzerland to the development of a sound and profit- 


able market tor jeweled-lever watches in the United States. 


lt will be a broad plan which will offer opportunities for participation 


that will benefit all facets of the Jewelry industry. 


line 


ey, 
ae THE WATCHMAKERS OF SWITZERLAND — THE FEDERATION OF MAKERS OF 
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FIRST... 
AMONG 
THE 
FINEST 


cable dois os Rng Sets ws your key to Increased = 


= 


is original in desig o i and superbly finished to aye the 
iscr ewes A id satisfied customers mean re- 


ree 


| and ‘extra profits for aes 


Available in a sis | eines from isons simplicity 
to elaborate styles. - in wide or tapered one and two- 
tone saber. adorned with brilliant diamonds. 


Pana 


The Barel signature OS appears in the shank of every 


ring, to assure you of a genuine Hand Carved original. 


Sold directly to the retailer by the manufacturer. 


exclusively designed by 


Free mats available upon request 


DEPENDABLE 24-HOUR SERVICE ON ALL SPECIAL C ORDEF 
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‘MINIATURES 9” 


now available in 
birthstones 


for every 
month of the year 


in earrings 
and pendants 


mats ING. 


photos 1311 LOMBARD STREET, | } PHILADELPHIA 47, PA. 


available 





WHY J-B WILL BE YOUR BEST WATCH BAND PROFIT LINE FOR ’59 
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The American LIP Corporation takes pride i in 1 introduci cing 
€ Se oma pica of matchless saecicky and a crafes 

















American | Cor poration 610 Fifth Ave., Neu 





introducing’ 
Lady Hadley 
costume jewelry 


Hadley, the first name in true craftsmanship, introduces a new concept 
in luxurious costume jewelry ... Lady Hadley. True beauty is the hallmark 
of this new idea that will most certainly warm the hearts of smart women everywhere. 
Moon-glow, a wonderous ensemble of necklace, 
brooch, earrings and bracelet is 
outstanding in this new collection. 
First too for the fashion world, is 
the simply arranged aurora gems that accent 
the warm glow of rose or white stones. Beauty 


in brief fashion . . . fashioned for you by 


LADY 
HADLEY 


Available through selected wholesale jewelers 





iSYJDVNGIL = —SAGIAa  SAAV AG 
SJOYIDW 45940915 © INOA UI SYD Mau Ajndy Js} YY 1D 


* 


‘ 





jW9ay} peay “AYM 
ule|dxa sased Zuimojjo} au ‘SsAep Buljjas G UIY}IM JNO PjOs a4aM Aay] *S2J0}s 
1S9} Bau} Ul SadaId QpT jnd ap ‘suedaA AjUaM} U! S4ase-UB9} ‘SEpPlq ‘s8Iqeq 
4OJ Seap! YIS jseq ay} ING—Q3ITISGOWSY SLVH G10 LON Juv J4SShL 


\ 














OV LTS USA GEHTS leu 

‘OES #—MOA] 10 '67G#—ANIg ‘8ZG#—Uld UY] *,OTXZ 
9ZIS “ABAOD UO BSuUlAeIsUa 4O} anbejd yno-dijs ews ‘joo; {eq 
pue SWI 8jqnog ‘Ssainsojd jejawW ‘sajpuey pue sqouy pajejd-pjoy 
‘UOIJONAJSUOD j9d}S |Je ‘Aapisul JBAJaA YSnsd-uOoU AjIenb do} ‘aye 
-494}e9| Ayijenb ysauly j}NOYsSNoiY} pedwe}s pjos Ajsnoasio0s ‘payje 
-JODep Ajjuadyiusey jjeadde aAe ul ‘jeadde Peasy ul jsOW nN sy] 


‘pooyAqeg jO Ssapuiwas BUleapUs 43aYy}O PUe $3a!I}OOq 4suy 
s, Aqeq daay Ajajyes 0} (pli ul) aoeds passadau Ajjeisadsa uy 
ISIN OLNIWiIW 
‘2JUBS JO} 19}}9)] JSUIy OF JUBWADUNOULe 
uWIGq WOJy JUBsWINDOP SNoOideid AUaAB Psensajes 0} pausis 
-ap Ajjeioadsea (pij ul) JUaWedWOD paj}eiO9aep Ajajzisinbxy 
SJAIHIUVY NiIQGIH 
‘(yoeq Ul GT ‘}UuOJj Ul GT) SaZIS SNOWeRA jo s}OYUS 
-deus OF pjoy O} swe ajdijjnui ‘payeiooep Ajjnjijneaq vy 
AYVTIVSD O1LOHd S.ARVE 
‘J9AOD 9}}919YU}e9| Padwej}s pjos 
Ajjuesaja ‘suojoo Z ul pajzesysny! Ajjny Sasged 79 ‘sdjay dn 
BUIMOIS 4O ||N} ‘Spsooes jeJIA Buidaay sO} Buipsep Ajjospiag 
WndTV ..AgTVGa ANO,, 

‘'}SO} Bulyes s9aAe Wid S9uNSedJ} jeEJUBLWI}UBS BSay} daay O} 
‘S]JOM JBAIBA Ul P9XDN} ‘SaxOg PazJesOdap pjos Buiwseyd OML 
YIVH JO NDOT LSald “‘HLOOL ISUld S.ASVE 
‘Aujamal 3)}}1) 48430 pue Bul ‘yayoo) ‘uOOdsS s Aqeq 
JO} ‘JBAOD PadwejYs pjos YM ‘JuawWYedWwOD jeldeds y 
SAUNSVANL ANWUMALE 
(‘qouy peajejd-pjos yymM JaAOD pedweys 
pjos Ajjnjiyneag) “suead ysuly Ss Ageq jo SjayuUls} seap 4ay}O 
‘ajddiu 3j0qg ‘Bul Buiyjee} ‘Be} jeyidsoy 4O0j YSau ajes vy 
SUJQNIWIY IVINIWILNGS 
‘usoq sem Aqeq Aep 
94} JO SBuiddi|9 uededsmau aAsasaid pue pjoy 0} (SauNnsojo 
paj}e|d-pjos yym) sauieyuod pajamal y jeap! wiapow ‘yyaug 
IWNSdVO AWIL 

‘Sesuduns anbiun 
9S} JO [je Y}IM BAI|e SUBBA Aged jSa}aems 9y} Sdaey Ajajyes— 
OJUBWIW SNO!D9Id 3}}}1| AUBAB O} QWOY e SBAIH jjeadde sajes 


JEUOIJOWS YUM [Njwiug © °° yis Aqeq ajqeaol| JSOW S_PJIONA 


-ALSATHD AYOWAW AVE 


mae |e 


%; 
x 


sgt th: — i 
rr & & 
sp er 

- My 

Ge 

# 

3 


i3NO LNOHLIM 
ILIIdAWOD SI ASVE ON 





OM LTS S98 =SE'PTs |!239u CeG+ 
—A\UO SIUM *,,OTXZ S8ZIS “4BAOD UO BUIAeIBUB 40} aNbe|d jNO-dI\s 
WeWS joo} ||eq Pue SWI aIGnOG ‘SeuNsoO|D jejJawW ‘sejpueYy pue 
SqOUuy pajeld-pjoy ‘uo!jON4ySUOd jaa}s Je ‘}NOYsNosYy} suidwe}s 
DJOS ‘4JOU9}U! JOAJVA YSNIO-UOU ‘BUIUBAOD B}JBUaYJea| JSauly ‘ApI}ENb 
do} SuiyyAuaaq jsueah GZ ul yids jepluq ajqijsisau! ysOwW sayL 


‘sueaA saye ul eldje}SOu Japusa} pue 4ssssaju! 
JO 1IN4 ,,jiPAM B49M OM AleGg euUl,, JO SBuIddij9 seadedsmeu 
Aeme 310}S 0} 90e/d © BuipiAdig jSniuasd jo YyONO}Y saays 
IINSdVO IWIL 


‘SalueSuaAIUUe ‘UOOWAaUOY ‘BUIDpaM YSNOJYy} JUsWasesuUS 

WwiO1y Aduey pue joe} AudAa Buipsooas sOy ‘(Su0jod Z ul sesded 

Z9) wngje sajajdwoo ysow jexYesdeaey poisap yonw Y 

WnE1lV ..SJIMOWIW GIINsVIAadl,, $.Igiag 

‘1WQ@pUOD JO BuljyUUdS e ‘8d JO VIG 

e ‘janbnog say WOlj JAMO]} JOOMS CE JBABIOJ PJOY 0} SExOg 

payesooap pjos Ajjueszaja OM] jYONO} suiuiWweay jedIdA} Y 
iSYIMOTd iLLZANOD i9018 


‘Aep Suippam snouojs say jo SsjOQWAS JalWwessods asou} 
Aeme Y2nN} 0} ‘pi| paqqouy pajama! e sapun ‘ysau AjJaAIOA 
‘OVUM MOUS B*** aNig BulyyWwOoSs jpamow0g Buiy,wos 

'" " MOGIN ONIHLIWOS id1O ONIHLIWOS, 
("yoeq Ul GT ‘}uOJj UI SOJOYd GT) ewes 
pedwejs pjos Ajjnjiyneaq auo ul — Way} jo OF — Syudeu3 
-0JOYUd PsAOjeq BSOU} {je MOUS O} APM BuiWeYd SOW aU] 
AMITIVS JNLIId $.Igiag 
‘S4IUBANOS UOOWABUOY pUue Sades 
“Saw AuO}ejnNjyessuod ‘azyedyipsad ssewsew ‘jUawWIe.UNOUUe 
SUIPPaM aay O} pajedipap Ajjeidadsa adejd ayes Ajjoopied y 
SINIJWNIOAG SNOiIbIdd 
‘BARS O} BAO] SABMjE SAPUG $j9}}9] JAaPUS} BSOU} 
Je 4Of Pl] BYR UlYyYM AUeNOUeS Paj}esOIap AjjNjijneaq y 
AYVMV-iIdgiH Sdallil-jsJAOl 


‘weay S,apiuq AssAd 0} UeVp OS 
a1e JEU} SOJUBWAIW {je SuiAsasaid 40} Aem Suiwueyd AiaAa 
Jo ‘SulyyAsaAe JO JUsNOY} BAY AAA jSaSluduns jnjjYysijap 
94} {JE 4BAODSIP Ady} UBYM ,,Yeee,, pue , YOOO,, SudwWojsnNy 


4a 


-LSJHD AYMOWAW INIGGIM 


id TaSLI SNIGGSM SHL 
SV IVLNAWILN3AS 











V'S'N Ul PeiWlag ‘OFM WAVW AGVAL, “| 'Y ‘SG PDUSPIAOIg ‘payesodiodou| UOSUY GGEI }YBUAdOoD 


OM LTS US GEHTS |!019u 

‘TES H#—AOA| II 40 ‘ZEG#H—YIe|g Pue pay ssaulYyd 
‘ OIXZ 9ZIS ‘4aAOD UO BuUlAessUa 4O} aNbejd yno-dijs yews 
JOO} [Jeq pue SWZ BIGNOG ‘SeiNSO|D je}JewW ‘sejpuey pue sqouy 
pajeid-pjoy ‘jnoysnosy} suidwe}js pjos ‘sOlajul JBAJ9A YSNsd-UOU 
‘BULIQAOD 9}}919Y}C9| JSOUIJ ‘UOIJONI}JSUOD [99}S ||'\¥ {IS JeoId S14} 
luau} MOUS \sN¢ jS8joUN PuUe S}UNe ‘s}UusJed jO |jN} SI UMO} UNOA 


‘yaja9e1q Ppajejd-pjos e uO WueYd AjsAO] e Se BuO ‘}sayd 
ainseas} Jay 0} SAByY Z S}esd BUS Yi YYM PUY [PI esyxyW 
13139VUS GIWYVHD ‘AIX GIWYVHD 
‘Sdjay dn Suimois pue JUsWA}PIXS ‘aji] JO |jNy ‘SuOjOD 
Z ul saged 79g ‘Aueip pue yoog ssaippe ‘yooq apins ,.4je} 
Udd},, B9IGeyJOM Ajjeas y jajqeuoiuedwod ‘a}yewijul ‘quadns 
HOOP ..JNIT JLVAINd AW;, 

‘sdwejs pue AsuoW pew,, JOJH—SJUSWPPAWOD JBAIZA 

PayON} ‘pa}yesooep AjBZuijueyous ‘saxoq 4eajd-jeySAUD Z 
2914401SOd GNV HANVE ILVAINd 
‘piejsiuu JO 4YSOj 3eB Ajisea OS Jey} S}UBWIPpPO 
jeuosiad |aSOy} Buidaay-ajyes 103 yoou Apuey Ajinjyysijaq 
SMO@d GNV SNOLING 
., SJamMel UMOID,, UOISEDDO jeldads ‘jueWOodUI 
OS Jay je Buidaay Ajajes 10} BOR|d Buljsau Pssayj}eadj-JOAJ9A 
S2JUNSVINL ANWMIAI 
‘yoeq ul Ajjau9eS GT ‘Jud’ Ul Ajpnoid GT ‘sqoiyu}-pesY 
‘sajyelusseo ‘Ajimejy Jay JO SauNjoId SNOIDeid OF 40} Sewel4 
AMIIIVS INLIId 
‘SOJUBWAW , JUBWOW Big,, Jay {je ‘SQN}S Jay} ‘SwWesZ0Id 
g2uep JO UO!Da|}OD Jay JO} BRIG Byes AjuO pue |UO BU] 
SYINJANOS SNOIDINd 
‘sAemje daay 0} YUBNOUS Jeap ‘Ssua}a} Ss}yeAIUd jelDeds 
-sadns say Aeme MOS 0} (p!} apisul) Aeme-apiy yaioes y 
WNLINVS YINNI 
., °° JO Aedoid ajzeaud,, :sAes 18A09 UO 
anbejd 3yno-dijg “Aay pue yooj-weay pajzejd-pjo3 Buiwueyy 
QJiINVUYVNSD AIVAISd 


“sueak ade-U9a} 384} YSNOIY} jnjdjay Ajn4} OS 
‘BUIPIOXS OS ‘Buljyseds OS j4IZ e 4O} YIS 4dyJO OU S sud] 


*+LSSHO AYOWSW 39 - NISL 


: 
M v u . 2 {3NOHd 3HL AONIS 
A n J } | 141D 39DV-N33aL 1S3LVvaud 














G6"E: HLUOM | 
L419 3344 WV vail GNYW 





e 
*seesenen@eaeeeesuae@e@eee2*@2e2606060688 868 " sesesees, @.%te 


*@eeseres eee oe 4? 7 *,et*ereereeee eee 





HnemMeH ‘ET NINjOUOH 
393435 doysig //0I 
‘SPIg 1930H 
Buno, sapuexsiy 089-819 


Sioulj|| ‘Zz o8eo1yQ «| PHUIBUIA ‘PuctUYyorY sexe) ‘seljeg 
WS uoYuIyseM “9Gg : 2S 994SNO4 ‘N GTT ‘Spig 

‘09 N3909713 BNIQIS - JNI 09 Alddfi$ EQsaWy JO 941] VO? 
* S$YaTaM3f GNOWHIIY ‘09 Y3IZVY9ID SIIAT 


| 


‘JED ‘ET Saejaduy so7 
39343S YIG ISAM GTE 
‘09 NVWIOM diliHd 


‘Je ‘ET SajaBuy so7 
3993S YIG ISOM STE 
‘09 N33U9 NOWIS 


iSGNI184 MNOA 
SYITIMI JUV SHOLNGIYLSIC 


JIWSTIOHM SUIONILL3 NOSNY 3S3HL 


eeeetee eee eoeeaeseev eee e@eeeeeoeeaeeee e284 @eoeeerweoeceeaeazvegaesveeoere2eeeeaepesteaeneesesnesneoeneeeoe2eee ee 


Opelojoy ‘uaAueGg 
#99135 4IST TIS 
(yUesg) “09 NIWI98 “9 V 


‘*eeeeenee 





*eeeeeeoeaeee qgeeeeeet 
eeeeeeeoeoe eee eeee eee 


* 
. 
eeosveeseeceoeoesegeeoenee eg *eeeseoeaeeeeaeeseece#segvc@soeRpReaeeeaeeseesae~eceeeanee Bt & ‘eeseeeeneeeese 
. 


YMIOA MAN ‘asnoesAS 
45 eulesg ywnos O[T 
“ONT ‘SYITIMI 
JIWSIIOHM SVINT 


‘eg ‘elydjapeyiud 
3891S WOSsUeS 6Z/ 
‘INI 09 3 
T3LHII9 “8 HdISO! 


‘AN ‘ealwy3 
‘¥S 49}&M 3SeZ ZOZ 
‘ONT NIGLSTINNIM “VY 


sexaj ‘seyjeg 
YS VDUBWWOD POIT 
“ONI SYISHILS LYIsdIH 


euozuy ‘xiuas0ud 
‘@AY YS4I4 YVON TER 
‘02 SOTONAIY “M3 


epuojy ‘edwey ‘euudd ‘elyudjapejiud 
‘¥S UBBIOW Y3INOS 9Oh = 389135 yNUYSEYD EZZ 
‘ONI YNVEGMI 3 NNNG “INI NOS 3 NMOUG 


UeBIUIIW ‘Z O13aG 
‘BAY UOSIBHOL °F OVET 
‘09 O14N3409 IHL 


eeeeveeeeeePoeeeeeescreeetganea2eeee 


« 
,ene e@@e@ee@eseeeesea¢e@ *eeee@@@4@e0276¢38006486€806860786 ese@ersreeeon eee erezpeerves ser eevenreeaee 


ee *@#@@en@e2eene4eaee@es . *eevenee@eeeenese4¢ee0024@24066 ‘r@#@#enveseserteareseneeeaeeeet 


‘O(N ‘eHOYeYD 
a}0|JeyD |2}0H 
vz2z wooy 
(youelg) “O09 T1V8 JHL 


UOjUds) OF YNOS Aasia/ 
MON 40 838}S$ ‘40}NQIIY ; ; 
‘SIP PaSiydues} ajOS OSIy,, siouijj| ‘Z O8edyD 


k\u0 4S uosipew yseq Ez ; PIG PPAH HOS 


; : (youesg) 
1J}S! 3S!) uai 
SHTETCNULY ian thr 


eueisino7 ‘Aajmoig , 
anuany BIBiOas ‘euely 


| * “M‘N 398435 8U09 16 
uosulYyd}NH “3 TOOL ° 
‘09 LNR41IM “9 *T SYJNWOS 3 SYINWOS 


“9 
° 231M ‘AyD ae] WeS 


yu 
Y3NOS Pug IS9M LOT 
‘09 AWTIMIf 4¥3NII0 


‘euued ‘22 Ysungsyld 
enusAy UU8d OOS 
‘INI “09 GUv5SIG 





®*eeeeaeeeece@eoertrrnrneezee0eeceeese 





. 
‘eee eeeeeeeeeeeeeee emer eee eee eevseeeeaen e202 eeee 
” 


. 
eeeeeveeseeveeeeeeeeeemeseeesew eevee eee scaeeee 020684 


* 
eee eee ene ameeeeeeee eee tPeaeseeeaee ee 


YIOA MAN ‘CHENG Opeigjoy ‘jaAuaGg uosuiysep ‘3/}}eaS ‘| “Y 8 BOUaPIADsq 
‘Bpig auenbs 3091/3 39913S UOYAM TOZI 2 “BPIG ‘AVY Up LZIPT © SNUEAY POOMjUsIg Hc 
‘ONT Y3N10d H ‘00 SNOT 4 1N381V «=: «6SNOS 3 SNIOD NOWIS = +09 NOCH 4 1940399 


‘UUIC ‘€ SIjodeauUIW 
YYON “AY 3S4!4 L729 
(y9uesg) “OD 11V8 FHL 


‘A 'N ‘BE OA MAN 
auey uapiew ST 
+ +09 AUTIM3f NIMYIE 


7 
e*eeeeoeeeeseee ees ‘ « ‘ @eegeeeeeeoeeees ee eeeeeenue 
- 
+ 
7 
* 
_ 


‘usem ‘aueyods . 


¥S PUOX8S "N E79 =: ‘Spig epedy ETE 
‘09 GOWSNIUM “Ws “09 U3ATIS INHVW ‘d ‘WM 


*s-eer@ ee 8@86€¢860806686 e®ee2eeee0e00e040e80208 8646 88 & .* « < eeecvaer e@eeeaF®eerereeee se eeeeeeeeseree e@rpeeeeseer eee re e@eceee @eeeeence eee teeeee0Ceaser sine 


Ayonjuay ‘ajjiAsino7 
9943S UVIEW S9M POS 
“INI 09 
AUTIMI NOSI319 


*@eeeneeeeaeeeeeueeeeesees 


‘BUUd,g ‘elyudjapejiud 
¥9943S INUYS8YD OOZ 
YI 1ISSIL GUYNOIT Tf 


‘UUOD ‘UBAPH MAN “PUUdg ‘UO}UBIIS YIOA MOAN ‘AuegiY 
}9391]S 3831095 /9T ‘Spig sew] [Ov 981}S [eed 'N EFT 


° YIOA MAN ‘da}SayDOY 
«09 YIATIS VT - 09 SdiTIHd 394039 ‘03 3 ZLIAT W 


‘BPIG e44Ng THS 
N3HOD W NVWAH 


SIOUl||| ‘9p OBeDN4D 
‘BAY UjODUI] “ON TOTZ 
‘09 T1v8 3HL 


‘ed ‘22 ysungsyid 
“SPIG 442810 ZOS 
‘09 NIZLSNUIE ‘Gf 


eeeeeeeooeoecoszeeseeeeeeeeqgeseeaeeeees 
eeeeeeeeeoeaewmeea eee eeeaee 


xpesoooenooes s,s 


seeeeeeeeeeseeeeeeeeaesee eeeeeceoev eee e ee eee eee uve *eeeeeeeeees 


eee” *«e@eeeeeeeceeeeeeeeeeeaeeenwwaer ee ee eee eew ee eaeeuan eevee 


uojsuiysemM ‘aueyods 
‘BAY BPISJIOALY “M TT6 
(youesg) 
‘09 3 NISAVID “HS 


sexa] ‘uo}snoyY ‘ON ‘aVoveYUD 
4S Ojulser ues BOG 3S Up ISOM “AGZZ 
IN! ‘09 3 YOTAVL - ‘ONI NIHOLIY-NINGNHS 


BVBSSaUUA| ‘aIJIAUSEN ‘PCW ‘T esowiyeg 
‘Bpig ewOpusA Ziv = 3S qowilyeg sam TZ 
‘09 NOSUIL3d “9 “9 . ‘ON MINHOW XV 


siouij|| ‘T O8edY4D 
BALG 4JO4¥IEM 3Se7Q SE 
‘Uf ‘N3N938 “9 V 


‘$1ED ‘ET Sajaduy soz 
¥891}3S YG SEM GTE 
‘09 WIISSIS NVWOF84 


‘pyeo ‘sejaBuy so7 
Aempeoig y3Nos OT9 
“3IW3 40 “09 T1V8 JH 


> 
e*eeeeeneepeeeeeseeee#eee 


e*eeneoeoeevnwreeee 


> 
*e@@eae 


**ep-s seaerperrpPxv,@eetirvree®s 








©eeeetoeoeeoeee eee 


yeyn ‘AyD aye] Wes 
‘Spig 3uieg 60r 
(yYouelg) 
‘09 3 NISNAVID “HS 


LuNOSSIW ‘A}ID SeSueY 
‘Spig uew zy 
‘09 NOSIS JH 


‘pul ‘Gz sijodeueipuy 
}¥S UeIPIaW “OS BEZ 
‘09 YITIIW-NIMOTS 


iAVGOL 
Y¥iduo 


bees. ‘elydjapejiug . o1uO b yoner 6 : Ayonjuay ‘uoyuixay YOLNEIYLSIG 
W2NS WOSURS OPZ ~ 38943S YBIH YON EE : J9a13g WOYS }seZ EET : 
OD AUTIMI WOIWIdNS © ‘09 3 YITINIS HAISO! : “ONT NVANGN NIM won * te 


. 
‘ 
eeeeeneeenee@eeaeennaeeeeees . ‘ : : ,eee3aeee4eaene3nesede 











Peerreeccccereresesesecs 


@eeeeeoeoeeeeeaee eee eeee8 eeeeeeeeeeeeeeeerneese e@eeeeveeenee *@*@e@eeeeeeeaee 


sexa; ‘seyjeg 
UOWUIYSeM ‘T 3/}eaS aie Sele “a Gale > "gyeg ‘oosidueiy ues 3231}S UOSKHIeF ZZIT 
SPig “ony Udy LIPT “ONI - » 3894}G UOISSIW /S9 - spige4eyues ‘oge wy 
NOS 3 SNINdS LY3a1V ‘SNOS 3 SYMHIS “9 ‘V 02 NITIV 3 NYSYOW ‘09 AWTIM3I 
‘ WVHLOSNISSIH 


‘ees *@eaense@e*erte@ee sent e868 


‘UUILFC ‘sijOodeauuIpW 
¥9943S YICT YYON LP 
‘09 3 NISNVID “HS 


uowuiysem ‘aueyods 
‘Spig 4MEYOW TOP 
8135 SNIAUI 


‘uUuay ‘aiPIAUSeN 
YYON “PAY ip STE 
(youeJg) 09 NINI3I8 9 V 


‘ssew ‘uo}sog 
‘JS uO WuIYyseM EZE 
» INI SNOS .SLUIGTV ‘I 


. 
* 
> 


eespeeeeteeste#eeas ‘ee? 


"eg ‘eiydjapeyind 
399135 WOSURS ZT/ 


‘INI “NOGHOS 
3 NIZLSNISIV 


epiuoj4 Ze wep ‘uual ‘¢ Siudway . ‘pyeg ‘oosioueisy ues 


‘BPIG PIOGAeS TIZ : ‘Bpig aBueyoxz GEQ *° 4aaI}S UOISSIW /G9 
OD AMTIM3f 4419N1S = TIVONIN 3 NMOONYS ‘02 NOSTINIIN “W'S 


s189 ‘ET Sajasuy so7 
¥9913S YIG 1S9M GTE 
€08 wooy 
“ONT UINIIVH WYS 


eySeugen ‘eyewo 

‘S}G Weuse, PF YT 
‘INI 09 

SNOS 3 INUAG d 


sassauus! ‘siydwey 
‘SPig sul4YyS 


SNOS 3 NIZLSLOSUVI 'S 


O1YO ‘HWeUUIDUID 
¥943S YZ SEM LE 
(Y9U81§) “09 NINII8 “9 V 


eeeeeeeeeveeeeeeeeee eee me eeeeneetse 


®@eveeeeeee eee eeeseeeeeeteseeeeeeeeeeeee ‘ ,re@eeeeeeeeeeneeeeeee 
. 


uesIYIIW ‘9Z WO1aG 
anuaay Aajzeg 072 


. 
e*eeeneeeeneeeeeeeeseesee @ e*®eeeeeeseeseeeeeeeeeennee-e@#eeneeseeeseeeveesee4ee8eee 


‘DO ‘GQ ‘uo wWulysemM 

‘M'N 3S 4}U28L OZS 

‘09 AlddfS SY313M3f 
3 HILVM JINVAODY 


| ‘UUIW ‘SIJOdeauuIW; “an Ot ee eae 
SpiG UeSIYIIW OIOT Spig uynowAldg ore Pig ZI 909 


(youesg) oo woud: -~ 


uOBaIO ‘puejpod 
‘09 N3I508113 3 NIGLS » NVAWOI144 F ZLIMONUVA 


49913S 4OPIV “MS LIE 
“SOUS Q11dNILING 


sexaj ‘OluO}juy UeS 
IS FBDUGWWOD “MITT 
‘INI 09 GNOWWYH W 8 


B1B10a5 ‘eUe|y 
SYJHLOUS INIMG 


siouij|j ‘OBed1yD 
‘4S UOSIPEWZ 3S9M ZZ 
‘09 N3NI38 “9 V 


ceoeececceee dee eeeeeeeeeeeeeee 


POHL OOHHHOHHHHHHHHHHHHHHHESHHHHHHHHHHHOHHHHHHHHHHSHHHHHHOHHHHHOHOOHHCOOHOOCCE® 


eeeeeeeeeeeee@ 
CeeeeeeeseeeeewBFeSSeFSeeSHEHeeetr ee eEeeSSH Se SEOEOHSESEBEESEHEEOEEESE 


eeeeeeaeeeeae ee emeeeeeeeeeeeveeeeeeeeee © 


| 











TEAR 
OUT 
YOUR 


DISTRIBUTOR'S 


LABEL 


AND 
STICK 

IT ON 
THIS 
STAMPED 
CARD 





FREE GIFT OFFER (Expires FEBRUARY ist) 


YOUR CHOICE OF ONE OF THESE LOVELY 62 PAGE ALBUMS (worth $3.95) 
WILL BE MAILED TO YOU WHEN YOU SEND IN YOUR SAMPLE ORDER. 
(See back of card for details) 





USE 

YOUR 

ANSON 
DISTRIBUTOR’S 
LABEL 


THIS CARD 

IS ALREADY 
STAMPED... 
READY FOR 
MAILING! 


Gentlemen: Please send me the following sample assortment of ANSON MEMORY CHESTS. 
. bd . 
(Order Basic Sample Assortment +922) ¢ (or Specify Your Own Sample Assortments) 


(State Quantities Desired) 
BABY Chests, Blue (529) 
BABY Chests, Pink (528) 
BABY Chests, Ivory (530) 
WEDDING Chests, White (533) 
TEEN Chests, Red & Black (532) 
TEEN Chests, Ivory (531) 
TOTAL RETAIL $59.80 EACH $14.95 RETAIL 


YOUR TOTAL COST $34.80 $8.70 YOUR COST 
ALSO, PLEASE SEND MY FREE GIFT (Check One!) 


BABY ALBUM | WEDDING ALBUM -) TEEN-AGE ALBUM 
Also send: [] Ad Mats’ [] Full-Color Counter Display [) Full-Color Streamer 


[) Please send these 4 Basic Chests: 
One BABY Chest (Blue); One BABY 
Chest (Pink); One WEDDING Chest 
(White); One TEEN-AGE Chest (Red & 
Black). Total of 4 Chests. 


STORE NAME 
ADDRESS 
CITY . ee .. STATE 


SIGNED BY 


FREE GIFT OFFER EXPIRES FEBRUARY 1, 1959 


Promptly mail the order card above and get your 


FREE GIFT ALBUM! 


Except for this Free Gift Offer these $3.95 
Albums are available only as part of the complete 


ANSON MEMORY CHESTS! 
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Big bad-weather profits with 
Taylor Thermometers and Barometers... 
Stock and display them now! 


HE WORSE the weather the more folks want to 


know about it. You can turn this natural curiosity 


into extra sales by stocking and displaying Taylor 


weather instruments during the bad weather months 


ahead. They take up very little of your valuable display 


space and are proven impulse sellers. Profits are very 


good. Markdowns and returns are practically unheard 


of. Why not order your stock now? Taylor Instrument 


Companies, Rochester, New York, and Toronto, Ont. 


Ambassador STORMOGUIDE Combi- 
nation. Predicts weather 12 to 24 
hours in advance. Shows baromet- 
ric pressure, temperature and hu- 
midity. Uncluttered contemporary 
styling. Hand-rubbed, ma- 
hogany case with burnished brass 


solid 


bezel and base. 


* 2574. Ketail $15.95. 


Consul STORMOGUIDE Combination. Helps you 


predict coming weather conditions. Shows 
barometric pressure, temperature and humid- 
ity. Durable plastic case. Cloud gray * 2583, 


or Chocolate Brown * 2584. Retail $9.95. 


U.S. Pat. Off 


Dial Window Thermometer. A hand- 
some gray plastic case. Translucent 
back with large numerals and grad- 
uation. Easy to read. Stainless steel 
bracket. Mounts outside of window. 
* 5320. Ketail $4.25. 
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rect reading weather forecaster. Tells 
temperature as well as barometric pres- 
sure. Shows when last reset. Beautiful de- 
sign and workmanship. In solid mahogany 
with polished brass bezel and finial. 

% 2494 only $22.50 retail. 


Suburban Indoor-Outdoor Thermometer. 
Shows both indoor and outdoor tempera- 
tures from inside, humidity too. Deluxe 
mahogany case, polished gold-finish trim. 
5 feet of connecting tube. 

*% 5338. Only $10.95 retail. 


aylor [nslruments MEAN ACCURACY FIRST 


ILAR-k 





Completely automatic watch cleaning 


plus individually-controlled time cycles 
in every cleaning stage! 


@ NEW L&R Vari-Matic! —Now, for the first time, an L&R Automatic Watch 
Cleaning Machine that enables the watchmaker to individually control the time 
cycles in each stage of cleaning, rinsing and drying—with just the touch of a finger’ 
In beautiful pastel green. $374.50 


» L&R Ultrasonic Unit— America’s best-selling ultrasonic system provides the 
finest full-time combination of mechanical and ultrasonic cleaning—at a price you 
want to pay. Available in handsome green. $290.00 


1 New L&R Tankontrol!—With the turn of a knob this new unit switches ultra- 
sonic power to either the L&R Watch Cleaning Machine or the L&R Transducerized 
Tank. $16.50 


) L&R Transducerized Tank & Cover—For the ultrasonic cleaning of clocks 
and jewelry, this stainless steel tank plugs into either the L&R Ultrasonic Generator 
or the convenient new L&R Tankontrol. 5” x 5%" x 6’, with cover. $135.00 





L&R #111 Ultrasonic 
Cleaning Solution— 


Especially formulated for 
use in L&R Ultrasonic 
Watch Cleaning Machines. 


Qt. $1.50—Gal. $5.00 


Liberal trade-in allowance and convenient terms available. - See your authorized L&R watch materials distributor for details. 


BL. & BR MANUFACTURING COMPANY 


577 Elm Street, Kearny (Arlington), New Jersey - CHICAGO 2, ILL. - LOS ANGELES 13, CALIF. 
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Planning a STORE-WIDE SALE? 


A Complete Sales-Promotion Package 


... so you can ‘DO IT YOURSELF!” 


YES! RUN YOUR OWN SALE! 


More than 5,000 Sales-Aids and Timely Ideas 
sure to draw Crowds 


NEED CASH SPECIALS ? 


We can serve you on Memorandum with several hundred 
of the hottest fast selling profitable traffic items, includ- 
ing Advertising Copy that will make your sale a success 
any month of the year. 


FOR EVERYTHING 
YOU NEED TO RUN 


50) ANY KIND of SALE! 


Sample Full-Page Adv. (Reduced) 





Store Name __ STOCK LIQUIDATION SALE 
mates PUBLIC NOTICE! 51d ON THE PREMISES! EVERYTHING AA“C0! gaman 
ITS THE WILDEST PRICE PANIC CITY'S EVER SEEN!) 

gs. DIAMONDS! WATCHES: eT ae = 


SACRIFICED? my 


» Pill) AT NEVER TO BE FORGOTTEN SAVING. ( THIS 1S THE OPPORTUNITY YOUVE BEEN WALTING FOR / 
Now We Are Forced To Liquidate This New Cuaranteed Stock At rs 


FEATURE 


WE WERE WRONG- WE ARE SORRY 


on Our Loss Is Your Gain— We Overbought and Merchandise !s Piling 





“DISCOUNTS woe TO 735% cece 


Consult us in confidence. We can refer you to a number | ELIT 01 Course Your Credit ly Cood— eititeiaedl GIT 


of Jewelers who have run Successful and Profitable Sales [Za 10 A. M. “TOMORROW -. .- THURSDAY 
PAN URS AR MESTMENT Soo FOR THE FIRST 100 | *=” 


! TTT 
with our service. Write, wire or phone for details! No if DIAMONDS hic minaunes WATCHES. 


town too small for a SUCCESSFUL SALE! We can csstolbpow eg | 
recommend Experienced Sales Supervisors at nominal nae 
fee—upon request! CLOSE OL 


ALL THIS AND MORE! 


A COMPLETE SALES PROMOTION ADVERTISING 
MAT SERVICE, FLEXIBLE FOR ANY KIND OF 
SALE! HUNDREDS OF SIGNS, PENNANTS, BAN- 
NERS AND SHOW CARDS TO DRAMATIZE YOUR 
EVENT! DiE CUT DIAMOND RING AND STONE 
RING SPECIAL SALE CARDS 200 INCLUDEDI 
SPECIAL RADIO CONTINUITY 25-50-76-100 
WORD DYNAMIC SALE ANNOUNCEMENTS! 
DIAMOND MERCHANDISE CONTEST, DOOR 
OPENER GIMMICK, TRAFFIC STUNTS, CROWD 
GETTING IDEAS! COMPLETE SURPRISE PACK. 
AGE MYSTERY BOX PLAN WITH MATS AND 
HOW TO SELL ‘EM BY THE THOUSANDS! A 
DIRECT MAIL LETTER WITH COPY AND MAT; 
FREE GIFT OFFER, LUCKY PENNY IDEA, BUSHELS 
OF IDEAS) 


You, too, can jam your store with customers. They came! 7 saw: They bought! 





FEATURE 


DUAR AN | ff with EVERY PURCHASE 


BARGAIN’ Tr téd ns “n T! 


_ SAVE fo TO = m he a antneed SAVE UP TO 75° nro fll 
SPEC/AL/ 
BAK CAN a . 


EVERY ie “= MOT GOING’: BUSINESS! § 
B 


9046 6OKES. | CAB BOKES! 4 , ey 
Srore 


Sahil 
OPEN MONDAY AND THURSDAY: NITES 
__4 __]9Ry-fag@ 


a 


Nam 


<a 


PICK a HAM Of 
PICK a WATCA/ 





Pace PURC ants 











e Sr era. Big: 


J. BIELER PROMOTIONS t-201 2... 


29 East Madison Street (Heyworth Building) Chicago 2, Illinois + ALL PHONES: RAndoiph 6-9550 











AGAIN! It’s Deltah for the most 
‘Powerful Pearl Promotion! 


Deltah’s “Modern Americana 











Spring Promotion” is 
a 3-Way Sensation! 


these exquisite 


D ) “ ..* A TREMENDOUSLY ATTRACTIVE 


FREE OFFER TO CONSUMERS. 





Cultique 


Earrings = | ' A FAST-SELLING, SPECIALLY 
a a MERCHANDISED COLLECTION 
YOURS-wHen vou sur ‘Deltahs ™ OF MOST WANTED NECKLACES. 


Pe, : 

Clie NORM E a A BIG PROFIT FOR YOU— 

3 with the precious look of oyster-grown , * m3 WITH AN EXTRA MERCHANDISE 
cultured pearls + sagt FREE BONUS! 














No wonder America’s jewelers depend on 
Deltah, America’s leading pearl line— 
they're sure of finest quality, eye-catching 
packages, and extensive national adver- 
tising that increases consumer traffic, 
boosts sales and profits. 

Deltah’s Modern Americana collection 
gives you 12 necklaces including 3 ensem- 
bles—plus a free bonus of 3 necklaces in- 


cluding one ensemble. 


Total retail $134.85 


Total cost $ 48.90 
Deltah | $ 85.95 


\ Your profit 


MULATED Peareis 


oP 2 ee CONSULT YOUR DELTAH WHOLESALER 


and may be withdrawn without orror rotice 


You ll get sales action when you tie-in with 
Deltah Advertising, like the full page ad above, 
appearing in MOTION PICTURE, with additional ads 
in e SEVENTEEN e EBONY ¢ PHOTOPLAY 
e TRUE CONFESSIONS and AMERICAN WEEKLY 
distributed with leading Sunday Newspapers 
in 32 important market areas. 


(en 


: . 
. . ‘a x i we 
cS BV eae ea ake : 
P Basse. at ie % oe 
+ F Soar =. ; . 


PILLS _PRESENTATIONS ON THE NATION-WIDE aD, caine ain 
TV HIT SHOW “THE BIG PAYOFF’’* elt ah Pawtucket, Rhode Island 
ON CBS-TV NETWORK — 141 STATIONS COAST-TO-COAST \_ s:mucateo reaees 


(* Sponsored by Colgate - Palmolive Co.) —" Ps 








The inside story 


Three-Year Guarantee: Here are the quality features that enable us to offer a 3-year guarantee on this remarkable watch: 


1. Movement is 360° free-swing self-wind unit; replaced by re- 
moving only three screws. 

2. Balance wheel and escapement are made of Glucydor, a new 
metal that is rustproof; unaffected by heat or cold. 

3. Balance staff guaranteed unbreakable. 

4. Hairspring is of new metal Nivarox—unaffected by electricity 
or weather. 

5. Neotal mainspring is rustproof, unbreakable, and retains its 
strength throughout life of watch. 


6. Finest shock-resistance process. 


7. 17 rubies are rounded wherever necessary for exceptional oil 
containment. 


8. Tension ring around crystal prevents it from shrinking, keeps 
it watertight. 


9. Self-expanding washer in crown automatically allows for 
crown’s wear. 


10. Case is slim yet strong, back is deep-threaded for firmer seal. 










CROTON 
NIVADA GRENCHEN 





of a best-seller! 






Right now you are stocking watches at $90 to $150 — distinctive-looking face... the clear, easy-to-read 
that don't have all the quality features of the fast- numerals... the sweep-second hand. Your customers 
selling $69.50 Antarctic! Smart buyers are finding out couldn't find a better buy anywhere. 

that the Antarctic is everything we say it is and more! _—Don't forget our famous 3-year guarantee: “If, with- 
Qur sales records prove it. (And yours will, too.) in 3 years, the Antarctic fails to perform through any 







The Croton Antarctics not only work like the » » mechanical defects (outside of abuse), 
Antar ctic will repair it free of charge.” What other 


more expensive watches. Note the elegant, watch company dares make this guarantee? 


CROTON NIVADA GRENCHEN 


more expensive watches, they also /ook like 









They re New... 


FAVORITE. 
FOR 





Water pitcher has smooth body lines, deco- 
rative handle. It will hold four pints. $79.50 
retail. From Towle Silversmiths, 260 Merri- 
mac St., Newburyport, Mass. 





2654 


e > i 


*» February’s birthstone 
in three 14K yellow 
gold rings of varying . | 
sizes and designs — 2 | | “Saratoga,” one of Hamilton’s new cordless 
just a small part of : | | electric clocks runs two years on a flashlight 
our extensive selec- £9 | battery. Cased in»brass with a satin-brushed 
tion of amethyst rings » 3099 | finish, it has a Fahrenheit thermometer in- 
; ; % ; corporated in its dial. Retail, $45. 

in a wide price range, j 

all with the unmistak- 

able CHURCH hall- 


mark of quality and 


Manufacturing Jewelers 
Street, Newark 5, N. J. 


“Grapes on the Vine,” a Diamonds-Inter- 
ee national Award-winning clip-brooch which 
may also be worn as a pendant, features inter- 
twining vines and tapered baguettes. Marquise 
and round diamonds, in fine platinum setting’s, 
in US. & Canoda scat cena provide fiery highlights. From Granat Mfg. 

Co., Mission and 20th Sts., San Francisco. 


lrade mark registered 


FWELERS 









JEWELERS LOVE THOSE 


“7 


Many new subjects available 








all with finest quality workmanship and finish 





a) 


~ 
iit, toy 


SOLD THROUGH WHOLESALERS ONLY 
New York 


CARL-ART ONG@. PROVIDENCE © RHODE ISLAND Chicago 


Los Angeles 
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RUNNING A 
SUCCESSFUL 
SALE 

IS AN ART! 


by Manny 
Silverman 


OUR APOLOGIES 
TO THE FIVE JEWELERS 
WHO WERE SHUT OUT! 


ALTHOUGH . .. 
IT 1S REALLY THEIR FAULT 
MORE THAN OURS 


to turr down many jewelers 

ntact us too late. This year we had 

or more than U ual, but am especially 
five. These five would have resulted in 


i 
' 


ales, both for us and for the store- 
y conduct nine sales at one time; any 
and we would have to sacrifice efficiency, or 
rain new men. | am not going to do either. 
In the nine sales now operating, our opening day 
aggregate was $53,860.46, an average of almost 
$6,000.00 each. This is almost 50° better than 
last year. 
| attribute this to three basic reasons: 
Our continual search and then use of new 
imt roved methods. 
2. Our growing experience and know how. 
3, Improved economic conditions. 
Are you gaining in volume and profit in accordance 
with these new improved conditions? If not please 
contact us, so that we can make our analysis and 


suggestions. 


~~ 


Our consultation is free to you. 


WRITE! WIRE! CALL COLLECT! 


SILVERMAN SALES ENTERPRISES 


580 Fifth Avenue, New York, N. Y. 
Telephone: Plaza 7-4692-3 











| They're New... 


“Pindant” can be worn as a pin or a pend- 
ant. With diamonds or pearls, in yellow or 
white 14K gold, it retails from $39.50. Through 
your wholesaler from Alsan Mfg. Co., 62 W. 
47th St., New York. 


Girl’s “Heart Ident” features a rhinestone 
heart and Jacoby-Bender’s ‘Multi-Size” con- 
struction design. Comes with extra links so 
that it can “grow” with the wearer. In yellow 
gold filled ($11.95 FTI), or stainless steel 


($9.95 FTI). 


“Inspirational” bridal ring ensemble fea- 
tures inlaid crosses. Available in yellow or 
white 14K gold with complementing or con- 
trasting shank. With or without diamonds. 
From I. Roskin Co., Inc., 21 W. 46th St., 
New York. 


id 
i 


Salt and pepper set is part of Reed & 
Barton’s new line of pewterware. Lustrous 
satin finish requires little care, can be cleaned 
by washing in warm soapy water. $13.95 a pair 
retail. From Reed & Barton, Taunton, Mass. 
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T+-COBB+ 


The complete line of 
COIN MOUNTINGS 







#9 
For the 
Half Dollar 








K 
Y) 
/r 


Model 11 Coy 


for the Silver Dollar 





Choose from the Cobb 
collection the most 
diversified line of quality 
coin mountings. Available 
in Sterling, 14K and 10K 
Gold and 12K GF dependa- 
ing on model. Sold thru 
jobbers everywhere. 













Silver Dollar 







+8 
For 
$5 Piece 
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trouble-free life. 





For the 
Quorter 
Dollar 














101 SABIN STREET 
PROVIDENCE 3, R. I. 


~F- CO BB B Conpary 



















They're New... 
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Benrus’ “Self-Regulator,’ now offered in 
self-winding waterproof models, permits extra- 
fine adjustments in the running speed by re- 
in a wide variety of chain designs setting the watch to the correct time. Six 
thin-case styles are available at prices ranging 
from $71.50 to $125. 


Available in Sterling Silver 1/20-12 K.G.F. 10K and 14K 


11 
ony 


SOLD THRU LEADING WHOLESALERS 


AUTOMATIC CHAIN COMPANY 
PROVIDENCE ® RHODE ISLAND 


NEW YORK an ane ache) LOS ANGELES 





TWIN 
PROFITS 





WITH Bell & Howell’s new Sunometer movie 
LOOK ALIKES cameras have attached light meters and dial- 
IN type exposure settings. Turret model has 
LEATHER f/1.9 normal, telephoto and wide-angle lens. 


$89.95 retail. 

The light leather touch 
contrasts subtly with 
luxurious 1/20 - 10K 
Gold Filled tops on 
these fast - moving 
men's and ladies’ 
watchbands. 





Also available in 
Stainless Steel, each 
is fully guaranteed 
ond features genuine 
reptile leather inserts. 


W rite for illustrated 
price list and list 
of wholesalers in 
your area. 


Each band handsomely pack- 
aged in attractive Mark Vii 
display package. 








3580 









SEE OUR COMPLETE LINE 


MEN’S, LADIES’, AND CHILDREN’S WATCHBANDS AND EXPANSION IDENTS 





rom Syroco’s new collection of Early 


NORTH ATTLEBORO, MASS. Ha "OE a. American decorative accessories, this eight-day 


movement wall clock has an ornate balustrade 


WATCHBANDS INC. design adorned with an eagle. From Syracuse 
, N. Y. 


Ornamental Co., Inc., Syracuse, 
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| wish 

| could call you 
personally 

to say— 


['ve been selling all my life. and I know 
vou can never relax. 


Right now the figure boys are patting each 
2 r oC 
other on the back for having successfully 
predicted an end to the recession. 


But that doesn’t mean customers are going 
to beat down the doors to get at your 
watches. 


We have to fight for the customers dollar 
—particularly his gift dollar—against all 
other ways it might be spent. 


That’s exactly what Bulova did in the suc- 
cessful season just passed. Our national 
campaign was not only the biggest in the 
history of watches—but I was especially 
pleased that many of vou called it the best. 
We're going to go right on—down this same 
road. 


But the final sale is made across your 

counters, not ours. So our salesman will 

soon tell you about our 1959 plans for more 

of the biggest and best advertising support. 

\nd he'll also give you details of our out- 

standing new program of local promotions 
the finest I’ve ever seen. 


We're going to make it possible for you 
to go out and get the business that is yours 
by right— jewelry store business— jeweled 
watch business. 


Hope youll be with us! 


JOHN H. BALLARD 
President, Bulova Watch Co., Ine 








| They're New... 


COMPLETELYN 
DEPENDABLE 


ONE SOURCE IN-WARRANTY 
FOR 


One of two new bands from Gemex that 
feature x-type construction. Each link being 
riveted in three places to provide extra 
strength and equalized expansion action. Avail- 
able in white, yellow or pink gold filled, they 
retail for $6.95 and $7.95 ($6.30 and $7.20 
Keystone). 





RAPID DELIVERY... COMBINE YOUR SHIPMENTS 
... SAVE TIME... KEEP CUSTOMERS HAPPY 


ALSO COMPLETE REPAIR j IN- AND OUT-OF-GUARANTY 
SERVICE ON REPAIRS ON 


e STILL AND MOVIE CAMERAS : ANSCO VOIGTLANDER 
@ EXPOSURE METERS BELL & HOWELL YASHICA 
@ BINOCULARS—TELESCOPES k POLAROID BOLEX 


© LENSES —SHUTTERS —BELLOWS t G-E METERS BOLSEY | ’ 
Barel Bridal matched wedding ring set (C82 
ALL WORK GUARANTEED ... j AIRES NIKON B E 


GENUINE FACTORY PARTS MINOLTA MINICORD | and CL82) is extra wide, has vertically ridged 
| center and hand-engraved edges. In yellow or 
white 14K gold. From Bridal Ring Co., 87 


SEND TODAY for your free Repair Sales Kit! 
Nassau St., New York. 


INTERNATIONAL camera corp. 


838 West Adams Street © Chicago 7, Illinois 





“The Kosary of the Wlonth 


Catamore Rosaries . . . handsomely crafted of pre- 


cious sterling silver and the finest rosary beads. Dis- | “Dynamic” electric alarm is equipped with 
| buzzer, one-knob time and alarm setting, gold 
; color hands and numerals. Available in two 
bound to increase—and profitably. | colors: maple sugar and bittersweet. Retail, 
| $12.95. From Westclox division of General 
Time Corp., La Salle, Il. 


tinctive . . . beautiful original designs. Sales are 


Selected 
and 
Serviced 
by 
Leading 
Wholesalers 


R320/1/98-825 $16.50 
Met ound teed la. Sterling silver cocktail-sherbert server mea- 
‘ sures three inches high, retails > $15 ($168 
breakable construction. Gen- : ee ee 

me a dozen). Matching sterling olive picks retail 

uine leather case. for $1 each. (All prices Keystone.) From 
Graff, Washburne & Dunn, 158 W. Forest 
Ave., Englewood, N. J. 
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“Brother, he opened up our eyes” 


could establish. The name of this company? Columbia. 


“A man walked into our store one day and said: ‘We 
can show you how to increase your diamond business.’ 
He told us a convincing story. And when he opened up 
his case, we opened up our eyes. He not only sold us 
diamonds, but ideas. We're tough businessmen. We 
didn’t let our enthusiasm run away with us. We bought 
sparingly, and—this is important—used most of his mer- 
chandising and advertising ideas. Then we really took 
off our blinkers. Never did we realize how many sales 


we could close—how much extra consumer confidence we 


They're the people who invented the Guardian Angel 
Tru-Fit feature. This franchise is one of our most valu- 
able assets. If you want to have your eyes opened wide, 
see the new Columbia selection. Their new Imperial 


wedding bands sell just as fast as costume jewelry.” 


COLUMBIA 


TRU-FIT DIAMOND RINGS 


A DIVISION OF AXEL BROS. INC., 134-20 JAMAICA AVE., JAMAICA 18. N.Y 
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cost 


(resale $24.95 


eve never had such low prices 
—no, never such low prices on 
completely packaged, guaranteed 
waterproof Croton watches! 





ORDER TODAY! 


Get your watches by return mail 


Take advantage of our lowest prices ever. We'll process your order imme- 
diately ...send your watches by return mail. And remember. Croton Sports 
man and Sportslady watches come complete. Complete with l-year guarantee 
certificate, box and carton, genuine leather strap, and of course, Croton’s 
60-year reputation. You couldn't get a better buy in watches anywhere! 


The Sportsman —- The Sportslady 


(,uaranteed waterprool . (,uaranteed waterproof,” 


l7-jewel 1194 ALS |7-jewel Fleurier 400 


Swiss movement », OWiss movement 


Your cost: $12.90 ' Your cost: $13.90 
Resale: $24.95 Resale: $24.95 


*Providing case unopened, crystal intact. 


Please send me the following Sportsman watches 
(quantity) 


Please send me the following Sportslady watches 


Name 

Store Name 

Address 

City Zone State 





TAKE ADVANTAGE 
OF OUR 
LowésT PRICE 


EVER 


Use This Handy Pre-Paid Order Card! 


POSTAGE WILL BE PAID BY: 
CROTON WATCH CO. 
404 47TH AVENUE 
NEW YORK 16, N. Y. 








ROTON 
Wiaterproo 
a wndales Since f 878 
One of America’s ap watch, os timed 


ont tomeks 
F cr i<@ faeWens. 


en Se Se 





| cost 


(resale 24. 95) 


; 
(Left) The Sportslady:—Guaranteed waterproof* 17-jewel Fleurier 400 Swiss movement, Swiss case, sweep second hand, 
radium dial, lapped chrome plate bezel, steel back, anti-magnetic, with cuaranteed unbreakable balance staff and mainspring, 
shock-resistant Incabloc. 


(Right) The Sportsman:—Guaranteed waterproof * 17-jewel 1194 A.S. Swiss movement, Swiss case, sweep second hand 
radium dial, lapped chrome plate bezel, steel back, anti-magnetic, with guaranteed unbreakable balance staff and mainspring, 
shock-resistant Incabloc. 

These watches, as sold by Croton, come complete—unlike watches advertised as 1194 A.S. and 
Fleurier 400 by other companies. Your Croton watch comes complete with a l-year guarantee certifi- 
cate, complete with box and carton, complete with a strap and, most importantly, Croton’s excellent 
80-year reputation. Take advantage of the attached postage-free reply card and place your order now! 


* Providing case unopened, cry stal intact. 


CROTON WATCH COMPANY 





THE TAPERING FORM of MOTION 
— iene Ke i, 








| 
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Precious solid gold matches the swift shapes in which the new 
world glides by. Dramatic tapering beauty is handcrafted into 
finger folding comfort by craftsmen who take pride in meeting 
NORDT’S high standard of excellence. 


NORDT’S tapered seamless wedding ring blanks in ductile karat 
gold, in all sizes, colors and two-tone combinations are a “natu- 
MM ha a B 

The designs below represent a basic advance in wedding ring 
styling. While maintaining the time-honored tradition of the 
unbroken circle, the concave form protects the engraving and 
keeps the rings at showcase brilliance. Write for details. 


MTE-AX8 MTE-AX10 


CO.INC. 


Titel Estate] @ Allele. - 
CedarGrove,N.J. 


f MTEMO-6 ae 8 


MN ORD 


CEnter 9:1872 











)- JEWELRY BOXES 


Here is just one of 
the many new STOCK 
jewelry boxes illustrated 
in our new catalog. A 
domed-top metal case cov- 
ered with imitation leather 
for men's jewelry. Our com- 
plete line of 80 stock jewelry 
boxes is available through ma- 
terial suppliers. for imme- 
diate delivery. 


*MSI-!| Choice two 
pads, links or tie slide 





Ou 1958 1959 
catalog mailed 
on request 


We wil! gladly design 
your own specialized 
package for you 





523 MT. HOPE STREET 


ATTLEBORO FALLS, MASS. | 








They're New 


Ladies’ rhinestone bracelet has center catch 
and safety chain, comes in white only. $14.95 
FTI ($11.20 Keystone). From Flex-Let Corp., 
580 Fifth Ave., New York. 





watch with double case has 
stainless 


Braille pocket 
porcelain dial with raised numerals, 
steel hands and 15-jewel movement. Suggested 
$42 (not subject to tax). From 
New York. 


retail price, 
Jules Racine, 20 W. 47th St.. 








This Black Forest cuckoo-type clock comes 
packaged completely disassembled in a do-it- 
yourself kit. $4.50 Keystone. From Schmetzer, 


Inc., 225 Fifth Ave., New York. 


iron center 
hot hors 


“Lazy Lady” has a wrought 
heating element to keep coffee or 
copper plated 17-inch 
rotates. $12.50 retail. 
3420 Milwaukee 


d’oeuvres warm. Its 
circular serving tray 
From Dormeyer-Graham Co., 
Ave., Chicago. 

AR-KEYSTONE, JANU 


i 6 


ARY 1959 











you sold one 


one engagement ring 
equals 
one sale 


one bridal set 
equals 
two sales 


Why? Because the public — your customers — have now _ the industry. Now, the rest is up to you, Mr. Retailer — 


accepted Threesomes as they came to accept Bridal Sets! Buy Threesomes; Show Threesomes; Talk Threesomes 
We have created a complete NEW LINE of Threesomes. and make extra sales! See your Goldstein-Gerson whole- 
We at Goldstein-Gerson are setting the pace for 1959 saler...let him show you how you can set the pace in 
with Threesomes to bring you the largest selection in your area with extra profits from Threesomes in ’59. 


Goldstein-Gerson co., inc. 
The House of Qishtails 130 WEST 46th STREET, NEW YORK, N. Y 











Destinctive od lions 
in Fine 
14 Kt. ae 18 Kt Gold 


Hewelry 
f 


Clips, Ear Clips 


Bracelets, Charms 


“Schuler” Patent 
Ear Clip Backs 


Preformed Parts. Ine. 


ASSOCIATED WITH GEO. SCHULER & CO., INC. 
220 Bedtord Road, Pleasantville, N. Y. 


SALES OFFICE: 515 MADISON AVE., NEW YORK 22. N. Y. 














LOOSE 
DIAMONDS 


Direct From Israel 


MAX BIRNBACH 


Importers and Cutters of Diamonds 


580 Fifth Ave., New York 36, N. Y., PL 7-6850 











PRICES 


BARRASSO & BLASI, INC. KEYSTONE 


y p resents 
a LUE 


RELIGIOUS 


available in 10K & 14K 
yellow gold or yellow & 
white. Ask your wholesaler 
to show you the complete 
B & B line of the finest 


in jewelry. R5478A 


10K .. 9.00 


14K 1 
“WRITE FOR COMPLETE INFORMATION a 


eae mewew we 6 6G 6 h6UBULULCASI CUE CC. 
31-33 GOVERNOR STREET, NEWARK, N. J. 





LETTERS... 


Destruction? 


To the editors: 

Our interest in trade publications 
could not be lower. As your livelihood 
depends on advertising, you are in no 
position to talk up to the people who 
support you. The cesspool merchandis- 
ing methods which are prevalent today 
in the jewelry business are exactly what 
the manufacturer wants. 

Flooding the discount houses with 
merchandise that belongs in a legitimate 
jewelry store may or may not be in the 
merchandising of the future. Whether 
or not it is, the fact remains that the 
jewelry magazines have neither the 
mental energy nor the courage to meet 
the issue as it should be met. 

This method of making the greatest 
amount of consumer merchandise avail- 
able to the masses is in keeping with the 
finest traditions of the Kremlin, and 
many people who would deny any Com- 
munist tendencies are the first to follow 
Communist principles. 

You have had grandstand seats for 
the destruction of a great and time- 
honored business. 

Detroit NAME WITHHELD 


Many jewelers have diversified their 
stocks; many manufacturers have diver- 
sified their outlets. But jewelers still 
need “jewelry store merchandise” to be 
jewelers. And manufacturers—no mat- 
ter what other outlets they may have— 
still need jewelers’ loyalty, if they want 
their products to be kept before the pub- 
lic in an atmosphere of pride, prestige, 
desirability and good taste. For long- 
term success, any jewelry product must 
be endorsed and supported by the re- 
tail jewelry store—America’s Jewelry 
Showcase.—Ed. | 


Value & Volume 


To the editors: 

With respect to the outlook for next 
year, we should be optimistic. While 
certain spots throughout the country 
are not doing as well as expected, indi- 
cations are that the over-all picture will 
be much better in 1959. From experi- 
ence we know that when economic con- 
ditions improve, the jewelry industry 
usually gets its share. 

There is great need for the jeweler to 
analyze his position in his particular 
part of the country, and to adjust his 
policies of doing business in order to 
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ROWN 


NATIONALLY ADVERTISED IN LOOK... ESQUIRE 
9 ALL-TRANSISTOR 
—" “SHIRT POCKET” RADIOS 


Pe 
First In Its Field! 


New! Handsome, 4-Transistor mini-marvel in the 
budget-range... 


New! Smart, super-power 7-Transistor model . . . 
tuned to tremendous buy-appeal. 





New! Exclusive! Beautiful, colorful package that doubles as de- 
luxe display and gift box for all Crown radios. 

Crown offers the radio market's biggest hits . . . the smallest all- 
transistor sets at the lowest prices ever. No wonder Crown is 
America’s leading sales success in ‘‘shirt-pocket"’ radios! 
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STILL SOARING INTO 
THE SALES STRATOSPHERE...» 


Lovely Linmark 
LIFETIME STAINLESS 
STEEL FLATWARE 


Features Another New, Exclusive 
Pattern ... An Original Design by 
One of America’s leading Flatware 
Designers . . . Another Addition 

to a Fabulous Family of Sales 
Promotional Successes 


New Customer-Creating 


Profit-Making CAME RAS 


DESIGNED TO MAKE PROFITS A ‘‘SNAP’’! 


New! LINMARK MOVIE CAMERA 


_a beautiful movie ‘‘star’’ that has 
become an overnight hit! 


New! cineMAX DELUXE MOVIE CAMERA 
_. one of the world's finest, a best seller to your 


Ever Popular CORNELL 
25, 21, 17 & 7 Jewel 
FINE WATCHES 


The most flexible, most promotable line of __, 
fine watches in the country . . . in gold, gold- 
filled, RGP, steel and chrome cases. 

Cornell name or your own on the dial. 


HOT LOW-END HITS! 
HOLIDAY PIN LEVER WATCHES 


SHRIRO inc. 00. nee 
BRC a SALES OFFICES: 215.283 St: tos Angeles, Coit 


Tee mel itere a ae : 29 East Madison, Chicago, Illinois 


Lumpur . Hamburg ‘ paces Manila * Bangkok ° Kuala 
Singapore . Diakarta ° Penang ° Ipoh 


best customers! 


New! Nneoca 35MM CAMERA 
... top quality item value-priced 

to retail at less than $30, 
generously marked up! 





Biel-Bienne ° Hongkong . Tokyo 
Rio de Janeiro ° OTT] ¢-) ° 





“Pearls of Wisdom” 
“Orienta™ 
Cultured Pearl 
Pendants 


Write for our illustrated folder. 


LEYS, CHRISTIE & CO., INC. 


65 Nassau St., New York 














CASH for Your 


Surplus Silver, Diamonds and Jewelry 


We will pay cash for any of your sterling 
patterns—any quantity, large or small— 
active, inactive, obsolete, mew or used. 


Send shipment for immediate offer. Our 
check covering payment in full mailed same 
day. Silver will be held intact awaiting your 
acceptance or rejection. 


We are also interested in cooperating 
with jewelers who receive calls for older 
sterling patterns that are no longer avail- 
able. 


Will also buy diamonds—any size and 
quality—as well as antique and modern 
jewelry. 

Reference: Dun and Bradstreet 


The First National Bank of Memphis 


Julius Goodman 
& Son 
Memphis Jewelers Since 1862 
113 MADISON AVENUE @ MEMPHIS, TENNESSEE 




















become more competitive. In some in- 
stances, the lowering of markup may be 
necessary ; in others, more advertising. 
Promotional items should be empha- 
sized. Higher price units should be sold 
wherever possible. 

Better value is very important today. 
Jewelers should give careful considera- 
tion to this aspect of selling merchan- 
dise. The public is much more informed 
with regard to values than ever before 
in the history of America. What they 
don’t read about in magazines or see 
on TV, they hear about from friends. 

Many new items will undoubtedly be 
marketed this year by manufacturers 
that make up the jewelry industry. 
These items, in my opinion, will result 
in a substantially increased dollar vol- 
ume for retail jewelers—if the Jewelers 
will display and advertise the merchan- 
dise properly. 

Above everything else, the jewelry 
industry as a whole has been far be- 
hind in advertising, particularly in 
trying to get its share of the consumer’s 
dollar. The jewelry industry has to 
buck the combined advertising power of 
the automobile industry, refrigerators, 
dishwashers, washing machines, hard- 
ware of all kinds, plus many other items, 
and unless this industry is prepared to 
fight hard for its share of the consum- 
er’s dollar, the jewelers of America will 
find themselves with less and less vol- 
ume as the years go by. 

HENRY PETERSON, 
President 
New York Feature Ring Co. 


Neglected Stomach 


To the editors: 

The fireworks are over and, at last, 
the press correspondents have con- 
cluded that the American Pavillion at 
the Brussels Fair was a success. It 
always was !!! Never impaired by the 
auto-da-fe of criticism from autochron 
Americans sampling caviar at the Rus- 
sian Pavillon nor increased affidavits of 
Howard S. Cullman, George V. Allen, 
Adlai E. Stevenson or Herbert Hoover. 
Vox populi, vox Dei. With the people 
it was love at first sight. 

There was an Achilles’ heel too. The 
stomach was neglected. What a paradox 
—poor Hungary with its plushest res- 
taurant; proletarian Russia_ serving 
caviar and vodka; and in the citadel of 
capitalism you got “hot dogs.” 

Saroyan with Susan Strasberg were 
fine. Where were Sardi’s and the 
lobsters from Maine? 

Antwerp JOACHIM GOLDENSTEIN 


YSTONE, JANUARY 1959 














Sterling by 


Ce 





- 


Romantic ...and really modern... CELSA’S bold, new collection sets the sterling pace for 1959. And CELSA’S 
unprecedented advertising and merchandising program has been ‘erated to help you sell! Ilere, the shape of 
things to come in gift-wise candlesticks... to retail at $38 the pair or $19 each including federal tax. And a full 


100% mark-up for you. CELSA CORPORATION OF AMERICA, 1 East 57th Street, New York 22, N. Y. 











you won't find 





on drugstore 
counters > 
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The jeweler has exclusive rights to this 


Sold only by the jeweler . . . unlike most 


watches in this price range, Arpeggios will 
never be sold in drugstores, department, 
variety or cigar stores or discount houses. 
Now you can fight competition with the 
jewelers’ traditional weapons ol ser ice and 


Pprism...ladies’ petal watch in COED 
red, black or pink, with match- 
ing leather straps, $12.95 














. ladies’ sport watch, gold- 
colored case, leather strap, $12.98. 


reliability. Sell Arpeggios with complete 
confidence . . . they’re tops in their class. 
Revolutionary new materials: new Niva- 
rox hairspring . .. mainspring made of anew 
unbreakable rustproof alloy . . . Viconic 
pivots that insure less friction, more oil 


WATER BELLE... 


colored case, $16.95. 


. ladies’ water- 
proof,* white case, $14.95. gold- ant watch, smartly styled in black 


retention... new shock-resistant device... 
tarnish-proof case ... genuine leather straps 
new metal is lighter, more durable. 
Guarantee: The burden of the guarantee 
rests solely with The Arpeggio Watch Com- 
pany. The jeweler will not be held respon- 


PENDANT... beautiful bracelet pend- 


with gold overlay design, $16.95. 

















OOLPHIN 


new line of low-priced beauties! 


sible at any time. Each watch contains 
direct-from-manufacturer guarantee form. 
You will be furnished special mailing 
envelopes so your customer can return 
WATCH CO. 


watch direct to maker for service. Orders 
for Arpeggio will be filled late in March. A DIVISION OF CROTON 


f it ~ * ; 7. ~~ ‘ 
self-wind waterproof* with 40 hours of *Guaranteed waterproof providing case unopened, crystal intas 
reserve power. After S hours use, stores energy for 40 more 


p. stainless steel back, [rite for protected distribution in your area. 


r Y > ’ 
{ ‘) t {>} 


THIN-ESTE square, fashion- AUTOMATIC men's 
slimmed men’s watch, gold-colored 


ther straps, $12.95 


? 


hours. In white metal 
bla leather strap $17 95 gold colored cas $19.95 


i'r ; 
, 


ARPEGGIO WATCH COMPANY 


404 Fourth Avenue, New York 16, New York 


Please send me the following Arpeggio Watches 


Dolphin Prism Coed Water Belle 


Thin-Este Automatic 
Name 
Store Name 
Address 


City Zone State 


Please send me guarantee mailing envelopes with each order. 


State quantity 





man from Imperial has a 


new 
new 


NEW 


Imperial 


Cultured Pearl Promotion 
Fieve Evciting / Thine Ssakes Stimulating i More P ofitable / 


Imperial is first again with a new, new. new power- 
packed sales promotion for every size jewelry store. It’s 
anew idea... power-packed to bring more traffic into your 
store than ever before. It’s a new appeal eo power-packed 
to sell more Imperial Cultured Pearl Jewelry than ever 
before. Its a new plan... power-packed to make more 


profit for you than ever before. 


Your Imperial salesman will be happy to explain it 
in detail and show you just how it ean be tailored to your 


operation. 


seeeeeeeWtch for him or better still... write today ! 
IMPERIAL PEARL SYNDICATE, Inc. 


World’s Largest Importers of the World’s Finest Cultured Pearls 


New York Chicago Detroit Los Angeles Tokyo 
681 Fifth Ave. 5 N. Wabash Ave. 914 Michigan 607 S. Hill St. 2, 3-Chome, Yotsuya 
Theater Bidg. Shinjuka, Ku 


NE JANUARY 





LEADERSHIP 


whey 


New standards of attainment 


We, at Arrow, are extremely proud of our 





packaging association with so many 


leaders of American industry. 


In design, in creativeness, in distine- 
tiveness of appeal — and in quality. 
Arrow packages reflect the distinc- 
tion such leadership requires. The 
same packaging service is avail- 
able to other leaders in other 
industries or to those seeking 


the leadership role. 





PHILIPS 


Leader in religious jewelry Leader in leather goods 


eTON 


fu Fis 


= 


RAND P — ; — @ We welcome inquiries. 
REMINGTON — a We will be pleased to have 
Leader in men’s and ladies _wel : a See ee 

electric shavers | _ 
representatives visit you 
and discuss your packaging 


plans — without obligation 


BOX MAKERS BY APPOINTMENT TO THE LEADERS OF INDUSTRY of course. 


MANUFACTURING COMPANY, INC. 


567 Fifty-Second Street, West New York, New Jersey * Canadian Plant: 91 Brandon Avenue, Toronto, Ontario 


Sales Representatives: Chicago +» San Francisco « Montreal 





Louis Kahn 
Co-Founder 


Walter N. Kahn 


President 


Walter L. Kahn 
Vice President 


L.& M. KAHN, 


WATCHES, 
Jewelry, Diamonds, 
MTA TIAL AT.§, c&e. 
40 MEADE eli, 
NEW YORK. 


An early ad 








Advertising Consistency 





over a period of 





90 years! 





WITH THIS ISSUE we salute our oldest continuous advertiser 
and its president, Walter N. Kahn, who, in conjunction with 
his son, Walter L., has faithfully maintained the dedication 
to serving jewelers that was initiated in 1869 by ancestors 
Louis and Moses Kahn. In January, 1956, L. & M. Kahn & Co. 
and Jacobson Bros. merged—with enlarged facilities to serve 


the trade. 


This well-known diamond house has advertised in every single 
issue of Jewelers’ Circular-Keystone since the first issue was 
published in October 1869. It adds up to 3494 consecutive 
insertions—we believe this is a publishing record! 

This diligence has proved truly profitable. Trade advertising, 


like direct selling, must be consistent to be effective. 


Build a strong foundation for your selling efforts with a full- 
time schedule in JC-K. Remember, more retail jewelers read 
more trade advertising in Jewelers’ Circular-Keystone than 


in any other publication in the field. That’s a fact! 


JEWELERS' CIRCULAR-KEYSTONE 
A @& CHILTON PUBLICATION 
CHESTNUT & 56TH STS. 


PHILADELPHIA 39, PA. 











AN ANNOUNCEMENT OF IMPORTANCE TO AMERICA’S FINEST JEWELERS 
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| INTERNATIONAL 


tIMEKEEPER TO THE WORLD 





THE HENRI STERN WATCH AGENCY INC. 587 FIFTH AVENUE, NEW YORK 17, N.Y. 
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~ GEMEX CELEBRATES ITS 42ND. 
ANNIVERSARY WITH THE GREATEST DEAL 
EVER OFFERED TO JEWELERS: 


WATCHBANDS AT A 


CEASED EGASTEGTE CETTE EEEEE A, 


WATCHBAND PRICE! 


ORDER A-114—NEW 36-ON DISPLAY 
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*REGISTERED U.S. TRADEMARK 


the GEMEX corporation, Union, New Jersey 


Assortment of 36 fast-selling 
Gemex watchbands 
for men and /adies 


AND PICK ANY 6 MORE 
GEMEX WATCHBANDS 


FREE! 


Here’s how to have a more prosperous New Year. Gemex’ 
special 42nd Anniversary deal boosts your profits. You pay 
for 36 watchbands, you receive 42. And every one a top 
seller! You get the smart 36-on lighted display, too... with 
16 watchbands up front, and hidden compartments for 20 
watchbands as reserve stock. Set up to stimulate on-the- 
spot buying decisions...BUILD IMPULSE SALES! Order 


from your wholesaler today! 


Consumer value - _. $328.75 F.T.1. 
Cost to retailer | | 148.90 
RETAILER’S PROFIT me _... $179.85 F.T.1. 


PLUS SIX FREE WATCHBANDS 
TO RETAIL FOR UP TO $72.95 EACH 


(depending on your selection)! 


Your wholesaler has a limited supply (he can’t get any more!). 
SO, ORDER TODAY and be sure to get the deal of the year! 


JEWELERS’ CIRCULAR-KEYSTONE, JANUARY 1959 














‘but never iced. the finest lock in the nde 


The fabulous patented Feature-Gio® setting that makes 
diamonds look so much more brilliant, almost twice the 
size, as certified by American Testing Laboratories, Inc. 


And now, the exciting new “EMERALD-Fire”’* Feature-Gio 


Setting . . . the newest in a long line of successes! 


And, he will tell you that consistent FEATURE RING high quality 
standards assure a product of matchless perfection and lasting 
customer satisfaction. Yes, you owe it to your store to look into 


the many advantages of carrying the FEATURE RING line. 


Contact your authorized FEATURE RING WHOLESALER or write: 


FEATURE RING COMPANY, INC. 
130 WEST 46th STREET « NEW YORK 36, N.Y. 


WORLD'S LARGEST MANUFACTURER OF INTERLOCKING 
ENGAGEMENT & WEDDING RINGS FOR DIAMONDS 


Feature Lock, Feature-Gio and Emerald Fire are registered Trade Marks 
of Feature Ring Company, inc. Feature Lock U.S. Pat. =2507348 and 
Feature-Gio Pat. =2774231. Emerald Fire Pat. applied for =744625. 
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FULL-PAGE AD AS IT APPEARS IN LEADING NATIONAL MAGAZINES—NOVEMBER AND DECEMBER ISSUES 


ONGINES 


nountes CYhe Greatest Advance er; Weateyproof DWeatehes 
99 yX 
O +% 


1/4 IP. po 
THIS SENSATIONALLY NEW, Wfoa-CYfn. HERMETICALLY-SEALED WATCH 
AFFORDS LIFETIME PROTECTION AGAINST ALL COMMON WATCH HAZARDS 


The new Longines “Admiral-1 200” is wafer-thin, 
handsome, fashionable. Yet its smooth, seamless, 
flowing contours give the most perfect permanent 
protection against destructive moisture, shock, per- 
spiration, air-borne dust. Its revolutionary self-locking 
~ Aquaseal Crystal” is completely water-tight without 
gaskets, washers or cement. @ Within this armored 
protection is the world-renowned Longines automatic 
watch movement—shock-resistant, anti-magnetic—the 
most advanced automatic watch in the world. @ The 
new, ultra-chin, hermetically-sealed Longines 
“Admiral-1200” provides the most wonderful time- 
keeping service imaginable. Yet, so perfectly is it 
protected against all common watch hazards that it 
can be a prized possession for a lifetime. ( ‘Admiral- 
L200" Automatics are just now being received by 


Authorized Longines-Wittnauer Jewelers. If you are 
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0 ie 





LONGINES-WITTNAUER 


E 1866 MAKER OF WATCHES OF THI 


BUILDING, 


planning to buy a watch for yourself, or as an impor- 
tant gift, zvest in a Longines “Admiral-] 200”, the 
latest and finest version of “The World’s Most 
Honored Watch.” ([ Illustrated above—the 
“Admiral-1200” Automatic, 14K gold, $165. Other 
“Admiral” Watches from $90. Federal Tax Included. 


j 
*As long as crystal and stem remain intact 


LONGINES 


Sou Worl Saw Crand S hopes "a Gold Hiedal Kavards 
HIGHEST HONORS FOR ACCURACY FROM GOVERNMENT OBSERVATORIES 
r , 7 e 53 9 <> . - : ; Cc <I>, Pit y — ’ 
Yfiaal VW atoh Nop Championship Sports She Bh orlil L err * Including 
PAN AMERICAN GAMES 
¢ HI AGO 195 y 


OLYMPIC WINTER GAMES 
CALIPORNIA 1960 
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HIGHEST CHARACTER 


NEW YORK 36, NEW YORK 
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W ATERY RICHES: Feeling broke? 
You might try the ocean. 


Not to “end it all”: but because the 
sea contains 35 pounds of eold per 
cubic mile of water. 

Qn the face of it. that 

; | 
sound so amazing. But the world has 
329 million cubic miles of ocean: and 


may not 


gold brings $35 per ounce. 

Hence, lashing around in our briny 
deeps is 6.8 trillion dollars worth of 
cold. (We have those figures from 
the Marine Laboratory, University of 
Miami.) This fabulous fortune has 
been flowing into our oceans for 3 
or 4 years: the 
earth cooled off enough for moisture 
which find 


1 *II° ° 
billion ever since 


to condense into rivers 

their way to the sea. 
Don't get too excited. though. Sev- 

have tried 


found 


industries 
and they 


eral German 
salvage operations: 
that the operation cost far more than 
the product brought In. 
it 7 


Frustrating, isn't 


1 ST IN THE WINDOW: Even the 
local school superintendent com- 
mended Jeweler Joseph A. Thoma of 
Piqua. Ohio, when he put dust, ashes. 
and rocks in his window. Because 
each of these normally untidy acces- 
sories came into being thousands o1 


hillions of vears ago. 


SPEAKING OF THE JEWELRY TRADE 


Archeology is a hobby of Thoma 
and his wife: and on the 120th anni- 
of Thoma & Sons, they 


for 


yversary Com- 


bined hobby with business an 
anniversary display. 

Local, state and national museums 
were happy to help. The Smithsonian 
Institution, Washington, loaned the 
jar of dust and ashes. Scrapings. they 
were, from the fire of some prehistoric 
man who kept house in an Alabama 
cave YOOO years ago. The cave is now 
being excavated. 

Oldest the 


piece of granite from Ontario, Can., 


rock in window was a 
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the Thomas acquired them- 


\luseum 


which 


-elves. curators estimate its 
age at one. two or more billion Vears, 
Vlere voungsters were limestone from 
(400 


(205 


a Piqua quarry million vears) 
and “Ohio coal” 

Mr. Thoma placed miniature pre- 
the 
fossils and other ancient objects. Then. 


lo tie set 


million). 


re 
historic animals amone ervstals. 


in with the anniversarv. he 


which he hung a 


bucket 


dropper 


up ia oVvel 


medicine with one crystal 
“drop of water” attached. The 
play card read: “Our 120 years in the 
business is a drop in the 


dis- 


jewelry 
bucket along with the age of these 
items. ” 

After examining the window, Piqua’s 
school superintendent wrote to Thoma: 
“It would be worthwhile for all people 
in Piqua and surrounding areas to 
view your exhibit. And he 
thoughtfully sent a copy of his lette: 
to the newspaper. 

You can hardly beat that for pres- 
promotion. Whats it’s 
of you could duplicate 


tige more, 
something any 
local and 


own 


by contacting your 


state museums and historical societies. 


S' CCESS STORY: Shortly after the 
end of World War Il. four young 
became thi 
Veterans Administration Hospital in 
Memphis. Tenn. Each was in his early 
YOs: had called 
service before he had time to learn a 


trade. although one had planned to 


eood friends at 


veterans 


each been into th 


he a farmer. 
\nd 


(OOTTIITION. 


thin 


would CVE) 


One More 


thev had 
None of 


Thev were paraplegi 3, 


them 
walk acvain. 
Vioney presented no problem. | nele 


sam would see that thev d never want 


59 








SHES 
ALWAYS 
“PLANNING 
FOR HER 


FUTURE 
| 





She’s just one of the 8,500,000 young women under 20 in the U. S. today, planning now for the future!-She’s young... exciting... always searching 


for the new... forever making her dreams reality. She impatiently awaits her future just as she does her favorite magazine — SEVENTEEN! She’s easy 


to reach, easy to sell, signed, sealed and ready to be delivered by the one magazine that is read within three issues by 75% of all teen-age girls... 


seventeen 


486 MADISON AVENUE,.N.Y 22 N.Y 
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Their problem was how to make use 
of youthful energies and above-aver- 
age minds couched in_half-useless 
Lodies. 

Then they heard about the newly- 
organized Joseph Bulova School of 
W atchmaking, near the hospital. Spon- 
Watch Co., it 


physically handicapped 


sored by Bulova ac- 
cepted 
veterans. Might as well try that, they 


decided. 


only 


The boys were apt students. They 
completed the 2-year course in a 
ord 12 


for a so0o0d job 


rec- 
ach was qualified 
as watch repairman 


months. 


in any jewelry store. 

but they didnt want to separate. 
alter going through so much of good 
They 


vacant quarters in a backstreets part 


and bad together. found 
G! Memphis. pooled their resources 
and opened a jewelry store of their 
own. 

Even in that undesirable section of 
Memphis, the store flourished. Every- 
liked cot 
about so nonchalantly, cheerfully, in 
their Within a 
vears, each fellow married. “. . . fine 


one these partners who 


wheel chairs. few 


altractive girls. their wives.” a friend 
tells us. 
The wives helped in the store: and 


_—_—_——— 
YACK’S DISCOUNT SALES 


lusiness continued to increase. Two 
years ago, the partners confidently 
bought another store—in the best sec- 
tion of town—and sold the first one. 
Also, each, in turn, built a pleasant 
home. 

lf you should visit The Jewel Box 
in Memphis today, youd find just 
couples Health 
reasons forced the fourth partner to 
retire to his home. Not to idleness, 
though. He takes in more than $3,000 


a year from watch repairs. 


three running it. 


Nice success story, isn't it? And 
these fellows are just four among 585 
all 70 to LOO per cent dis- 
\dministration 


veterans 
Veterans’ 
the 
has helped to new hope, new lives. 


abled. by 


standards—whom Bulova School 


3izza Party: When Syracuse, N. Y.., 
merchants “Old Fash- 


ioned Bargain Days” to attract trafic 


scheduled 


to downtown stores, Donald Herr put 
He's 


manager of Wilson’s Leading Jewelers 


on his thinking cap. ceneral 
there. 

What he came up with was a pizza 
party—a mouth-watering demonstra- 
tion that electric frypans are mighty 
fine gadgets to own. 

On the his 


front of 


sidewalk, in 
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profit on the wrapping paper!’ 


store, he set up a large table, covered 
cloth with the 
help of extension cords. brought oul 
Then he 


and an assistant went to work making 


it with a snowy and. 


an assortment of [rypans, 
pizzas, 


He hardly the 


“Wilsons Pizza Party” over the doo! 


needed bie sign 


or the radio announcer—a_ popular 


local comic——whom he hired as barker. 


The 


would have brought them in droves. 


scent of cooking pizzas alone 
['specially when word got around that 
you could eat free samples. 

All things together, though, made 
the jolliest Wilson s 
Herr was elad he “let 
down his hair.” After all, dignity is 
And sales of frypans, during 


ior promotion 


ever staged. 


relative. 
Bargain Davs. set a new store record 


Wi" ouT! A story is makine 
the rounds about three 


cellmates who 


behind- 
the-lron-Curtain were 


talking over how they got there. 

“| was jugged.” said the first. “foi 
being ‘absent from work —when I was 
only a little late.” 


“Me?” the 


Lo work early one day 


said second. “| came 
and they ac- 
cused me of being a capitalist spy!” 

The third sighed. “I got to 


on time one day. and thev charged me 


? 
WOrTK 


. ; ms 
with ownine an American watch! 


R’ \CH “EM THROUGH THEIR KIDS 
When vou open a store in a new 
area vou ve got to figure out a way to 
eet noticed, 

Give-aways, prizes and the like are 
Al Schottlet 
he opened his store in the new limes 
Vilwaukee. 

An artist 
portraits, to sil 
the 


over-done. decided. when 


Square area neal 


Suddenly it came to him: 
clever at children s 
on the “stoller’s” 
store and sketch. 


bench outside 

jut went printed (vers to thousands 
of homes in the fast-growing suburban 
With 


must be 


them went cou 
Pors siened by \| 
before the artist would perform. 


The eimmick charmed them in. of 


neighbor hood. 


which 


course. If vou want to win the women. 


work thei kids, 


through 





DOES YOUR 


STORE HAVE 


teen afepeat ; 


The teenage trade is your 
most promising target 

for 59... for sales and 
trafhc now ... and to insure 
your bridal business and 
customer loyalty during 


The Booming Sixties 


Here, at the outset of 1959, is a statement of what 
JC-K believes will be our industry's greatest sales- 
building opportunity during the year that lies 
ahead. Other age groups are important, but teen- 
agers are the ‘“‘greatest’—not only for current 
traffic but for their business during the coming 


marriage boom.—The Editors. 


® HOW DOES YOUR STORE RATE with 15-year-old 
girls? The answer is bound to affect your sales 
this year and strongly influence your pros- 
perity in 1960, 1961 and thereafter. Here’s why: 

Almost half of these girls will be collecting 
glassware and flatware when they are a little over 
16! (Will your store’s name be on the packages?) 

These same girls, according to latest statistical 
averages, will be engaged to be married soon 
after their 17th birthday! (Will they feel that 
they are “old friends” of yours and ask your 
counsel in buying their engagement rings? Will 
they enroll in your bridal registry because all the 
girls in their set say that’s the thing to do?) 

And lots of these girls will marry at 18! (How 
many of their wedding gifts will come from your 
store—because the brides registered their prefer- 
ence with you?) 

These are big facts and big questions. The teen- 
age market, huge today, is growing fast. Your op- 
portunities are enormous. Not only for sales to 
the teenagers who will be married this year, but 
—more importantly—for keeping your store be- 
fore the eyes of the younger girls who soon will 
reach engagement and marriage age in ever-in- 
creasing numbers. 

Consider these facts: We have in this country 
8.8 million teen-age girls; and this year their 
pockets bulge with more than four billions of 
their very own money. This is tax-free money, 
all theirs to spend as they please. They earn it 
($2.6 billions) and they receive it as allowances 
($1.6 billions. ) 

Nor is their own money all they have to spend. 
The average income of tamilies with teen-age 
children is 23 per cent greater than that of other 
families. Dad is at the peak of his earning capac- 
ity; Mother may be working—one in every three 
mothers of teens is in our labor force. So there’s 
plenty of family money for daughter’s needs and 
desires, and she is a favorite target for family 
spending. 


Growing Number of Growing Girls 

This picture becomes even brighter when you 
look ahead. Teenagers are the fastest growing 
population group in the land. Nearly a million 








Each year, from now on, more and 


more people will reach 18 years of age 


Number of 
18-year-olds 
(in millions) 
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\A\ 18-year-olds will be more numerous each year from now on 














Competing industries are studying these figures to plan their sales strategy. 
Jewelers, who have more at stake, should do likewise. Chart shows the num- 
ber of people who will reach 18 between now and 1975. Note the tidal wave 
ahead in 1964; these boys and girls, born in 1946, are now entering their teens. 
Are you doing enough to win the interest, trust, loyalty and enthusiasm of your 


area’s soaring teenagers? Better start right now! 





What six retail jewelers are doing to attract teens 





Howard I. Michaels 


Bride’s Room. We have established One Free. Teenagers accounted for 
15 to 17 per cent of our business last 


a “Bride’s Own Room” in several of 


Stanley Freedman 


Oscar Kind, Jr. 


Homemaker’s Set. Last year we of- 
fered a low-priced “homemaker’s set,” 


our stores. They have proven so pop- year. Our window displays welcome a service for eight in silver plate, 


ular that we plan to put them in all them and explain that, when they 
pick out and register a china pattern, 
they get a cup and saucer free; when 
silver pattern, one stores. . .. Also, we have invited 


our stores. This is a room where a 
bride-to-be, or any girl interested in 


choosing china, glassware and silver they register a 
teaspoon free; same thing for glass- 
ware—one goblet free. ... 
schools. They’re 


patterns, can sit down and imagine 
herself as a newly-wed in a home 


setting. The girls love to actually away from the 
hounded by merchants who want to 


handle the pieces and examine them 


earthenware and glassware—l44 
pieces in all. We sold 300 sets and 
made 300 new, young friends for our 


retailing classes to visit us and see 
We stay a retail store in operation; sponsored 
teenage table-setting contests and, of 


course, aggressively promoted a regis- 


at close range. Addition of this room reach the students—and school au- try for brides-to be. Our plans for 


has more than doubled the “hope 
chest” business in our New Haven 
‘tore. Howard & Micha is, pre side nt, 
Michaels. Inc... New Haven, Conn. 


thorities resent it.... 
a “‘Seventeen” window with Seventeen 
magazine.—Stanley Freedman, Peter’s 
Jewelers, Ine., Bound Brook, N. J. & Sons, Inc., Philadelphia. 


this year include even more vigorous 
promotions to attract teenagers. — 
Oscar Kind, Jr., president, S. Kind 


We’re planning 





BY 1965: ONE-THIRD MORE 
TEENAGE GIRLS THAN NOW 


girls turn 13 each year. By 1965, the number of 
girls aged 13 to 19 will increase to 12 millions; 
by 1970, to 1314 millions. That’s a 53 per cent in- 
crease during the next 11 years in the pre-bridal 
and bridal age group. 

Already a big share of the money spent by, and 
on, teenagers goes into merchandise that appears 
on your shelves. China, earthenware, silverware, 
glassware are the teen girl’s special loves; and 
the vogue for stockpiling toward a future home 
has returned. Half a million girls in their teens 
marry each year and 18 is the peak marriage year. 


The “Hope Chest” Is Back 

At this very moment, according to a survey 
conducted by Seventeen magazine, 40 per cent 
of America’s teens are acquiring table-top goods; 
and nearly one-fifth of these girls actually own 
hope chests in which to keep their hoard. (Today’s 


64 


hope chest is a stream-lined, modern piece of 
furniture which can occupy a conspicuous and 
useful place in any first home.) 

Some teenagers begin to collect hope chest 
items at 13; but the median year for starting col- 
lections of dinnerware, glassware, and silver is 
1614. That’s just before the median age for en- 
gagements—17.1 years. 

The time to turn these young women into cus- 
tomers is before they’re engaged to be married. 
Long before the scent of orange blossoms is in 
the air, they are making up their minds on pat- 
terns and starting collections. At present, 19 
per cent of all teen girls own flatware—and 87 
per cent of the non-owners say they plan to start 
collections soon; 12 per cent own glassware with 
55 per cent of non-owners planning to collect; 
10 per cent own earthenware and 68 per cent of 
non-owners expect to collect; 9 per cent own china 
—and 66 per cent of non-owners look forward 
to collecting it. 

A huge, unfulfilled desire for “hope chest” items 
—the kind found in jewelry stores—is indi- 
cated. This points the way to a vast and growing 
market for every occasion when gifts are given 
to teen-age girls—birthdays, Christmas, gradua- 
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Richard S. Paul 


Pendants. Our most successful teen- 
age drawing card has been pendant 
jewelry. We had an excellent response 
to an advertisement picturing a girl 
wearing a cultured pearl pendant. 
Sterling silver and gold filled charms 
are also very popular with the teen- 
age set.—Richard S. Paul, advertising 
manager, Wiss Sons, Inc., Newark, 
N. J. (Other jewelers tell us they 
attract teenage traffic by featuring 
friendship rings, diamond interlock- 
ing hearts and ident bracelets as well 





WES ws 


Stanley Marcus 


Hope Chest. We give an actual hope 
chest to each girl who buys complete 
sterling and china sets through our 
lay-away plan. ... In Rutherford, 
we cooperate with three other stores 
in a joint “hope chest” promotion: a 
furniture store, a lingerie and a linen 
shop. We all display each others’ 
merchandise. In eddition, we urge 
teenagers to come in and browse: give 
them free teaspoons on graduation; 
talk to Girl Scout and other club and 
school groups.—Stanley Marcus, vice 








J. H. Green 


Bridal Service. We have just com 
pleted a new room for our social sec 
retaries and bridal service—to help 
teenagers and their mothers feel com 
fortable and welcome. Also we are 
doubling the size of our Haverford 
store in a preparatory school and col 
lege area. There we will promote 
jewelry, gifts and tabletop wares; and 
some gift furniture. We also plan 
an extensive table-setting display. 
Members of women’s clubs and thet 
daughters will be especially invited 





as pendants and charms. . A dver- president, 
tising in school publications has 


brought dividends, they say.) Westfield, N. J. 


Ma rCUS 


stores mn Ridgewood, Rutherford and 


Jewe lers,. mweauti e a H. (; ‘Ce s 
charge of me rchandising, J. B. ‘ald 
rar, }] A ('o.. lne Ph hladse Iphia. 


pice-preside pit id 





tions and finally, engagements, showers and wed- 
dings. 


“Want Her as a Customer’”’ 


The potential is staggering. Now, how do you 
persuade this market to prefer your store? 

Kay Corinth, merchandise director of Seven- 
teen, has this advice: “‘Recognize the teen-age gir] 
as a customer; want her as a customer and treat 
her as a customer.” 

A teenager senses the management’s attitude 
toward her. If a sales person treats her lightly, 
she’ll take her business across the street. Nor is 
she drawn toa store that stages only an occasional 
promotion for teens and ignores them the rest of 
the vear. 

Sales people who are instructed to walk toward, 
not away, from the young customer will produce 
a surprising volume of hitherto lost business, Miss 
Corinth declares. She recommends that specific 
and frequent displays be slanted to teen-age tastes 
—<displays that don’t say: “Touch me not!” Once 
a girl has a chance to hold a silver spoon, china 
cup or stemmed glass in her hand, she’s well on 
her way to wanting it. And, if she wants it, she 
will find a way to have it. Some jewelers let girls 


take home samples of their favorite patterns to 
‘live with” for awhile—and learn to love. 

Personal letters to the teen-age girls in vour 
community, describing your hope chest registry 
plan should pay off. Even a sign in the window 
which savs teenagers are welcome can encourage 
them to take that first big step across the thresh- 
old of your store. During holidays, a popular high 
school co-ed behind the counter is a good drawing 
card. 

Once you get a teen-age girl into your store, it’s 
vital that you spend time on her. Teenagers want 
information. Most of them are bursting with ques- 
tions on table setting etiquette, the what’s and 
why’s of earthenware vs. china; silverware vs. 
stainless steel; how to take care of their trea- 
sures; when to mix and when to match patterns. 
Well-informed sales people who give young cus 
tomers the extra time and effort necessary to an- 
swer their questions will soon win a loyal follow- 
ing. Result: more sales to girls of pre-bridal age 
this year—and a bigger wedding business during 
the early °60’s. Every time you can persuade 
a teen-age girl to visit your store, you have a 
chance at a brand-new customer with a long buy- 
ing future. Zase 
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They fit naturally into the stock of any jewelry store; 


they sell easily to the members of tomorrow’s bridal market 


@ THE MERRY MITES have become Junior Sophis- 
ticates. The big baby market that started at the 
close of World War Il—and continued to expand 
each succeeding year—has finally materialized 
into an adult-size teenage group that may soon 
outnumber any other age group in our communi- 
ties. 

The huge number of teenagers makes them 
important to the retail jeweler, and their patterns 
of buying make their patronage a must if our 
industry is to survive. Fortunately, there is more 
teenage jewelry available for 1959 than there 
has been during all the years of the past put to- 
vether. 

No jeweler needs to set up a new department, 
boldly labeled “Teen.” We’re not even sure this 
would please customers who want to be considered 
adult. It would be good strategy, however, to set 
aside the top of a showcase, perhaps a small win- 
dow or even part of the advertising and direct 


mail budget to let these people know that jewelry 
stores can dig the fashions for them just as well 
as their dress or suit shops can. 


Pins, Charms, Necklaces 

The new teenage jewelry is tailored to the taste 
and temperament of young people. It is styled 
up, very similar to adult fashions, but scaled down 
in proportion. Teen pins, for example, are drama- 
tic and colorful, but generally smaller in silhou- 
ette than the grownup models, and less lavish 
in the application of stones. 

Many-stranded necklaces are less obvious than 
mama’s, but are made to be worn massed in the 
bare-throated bateau (boat) silhouette of the 
new necklines. 

Long ropes look right with the sweaters, the 
waists of which are stretched so long they have 
almost become the dress itself. 

Coats and skirts are bulky and woolly, and 


(text continued page 71) 





“Stop and think before you drink” is the first com- Though shorter sieeves promise a revival of the bulky 
mandment on a charm bracelet (left) that provides a bracelet, the teen-ager will still put the charm bracelet 
moral code. It retails for $1.98. Teen Commandments high on her list. This number by Coro, 47 W. 34th St., 
are also available on necklaces, pendants, key rings. New York, retails for $1. 

Rankin & Hambro, 600 Washington St., Boston. Ww 





Dangle rings come in 14K gold and with a choice of 
charms, including cultured pearls, hearts of gold, birth- 
stones and medals. They retail, with charms, from $5.95. 
Heart O’ Romance, 62 W. 47th St., New York. 


Classic heart of garnets is accented 
with Florentine-finish center. In 14K, 
it retails at $22. Lucien Piceard, 37 


wv y W. 47th St.. New York. 


New twist in the mounting means high style and 
eye-appeal for these teen-age rings. With synthetic 
birthstones, $13.50 to $17 Keystone. From Church 
& Co., Newark, N. J. 


by Je riy (,ewirtz 
Poe Fashion (‘onsultant 








THESE HAVE 
TEEN APPEAL 


(Continued) 


Teen Memory Chest is a dra- 
matic innovation in merchan- 
dise designed expressly for the 
young adult. It can serve as 
an attraction in building teen- 
age traffic or can be merchan- 
dised to adults as a gift for a 
teen-ager. It includes a secret 
hideaway for private notes; a 
picture gallery with enough 
frames to hold 30 photographs; 
a private bank to hoard “mad 
money”; a box for postage 
stamps; and, of course, a pri- 
vate diary. To guard this trea- 
sure, the chest comes with a 
gold-plated heart-shaped lock 
and a charm bracelet on which 
to carry the key. $14.95 retail. 
From Anson, Providence, R. I 


Authentically styled after the popular Chevrolet 
Corvette sports car, this cuff link set comes in 
sterling ($9.90 retail) for the older teen-ager 
and in 14K gold ($59), in case his father wants 
a pair for himself. From Laytan Jewelers, 31 
W. 47th St., New York. 


Tailor-made for the campus set. He can carry 
his fraternity key on the key chain; she can carry 
his fraternity key or her sorority key on a match- 
ing bracelet. In sterling, they retail for $5.50 
and $5.75 respectively. Also available in gold 
filled. From Forstner, Inc., Irvington, N. J. 





a Skillfully designed as a 
“going together” gift, this 
diamond-set twin heart 
(left) comes as a pendant 
or a ring. The pendant 
is in 14K gold and retails 
for $10.95; the ring is 10K 
gold and retails for $12.95. 
Henry H. Harteveldt Co., 
630 Fifth Avenue, New 
York. 





The fashion-conscious young 
adult often desires a touch of 
sentimental sophistication and 
elegance. This diamond - set 
white gold heart provides just 
A small pearl on a gold chain is > . “ _ . — eagle ag Mg 
7 “tai ' c Kaspar & Esh, Inc., 126 W. 46th 
ofttimes sufficient jewelry to set off $ St New York 
the very best of finery and signify the a ~~ 
conservative taste of the wearer. This 
cultured pearl hangs from a karat 
gold chain. $6 retail. From Imperial 
Pearl Syndicate, 681 5th Ave., New 
York. 


The heart. now as ever, is the 
token of love and devotion. And 


it can be special and personal 


when it is shaped from a birth- 
stone. This fine gold chain with 
synthetic birthstone drop retails 
for $12. It comes from Barrasso 
& Blasi of Newark, N. J. 

Ww 


For the teen-ager looking 
4 for the latest in style, this 
engraved chain rope is 
just the thing. It mea- 
sures 60 inches long and 
retails for $5. The butter- 
fly pins come in _ three 
sizes: The largest is for 
mother ($6); the other 
two for her daughters ($4 
and $3). From Trifari, 
16 E. 40th St., New York. 


Just as sophisticated as 
the twin pearls in black 
and white that mother 
wears, this all-white twin 
pearl necklace meets the 
preference of the older 
teen. The diamond trim 
and white gold chain lend 
their quiet beauty. $40 re- 
tail. Honora, 42 W. 48th 
St., New York. 





A glance at her charms and 
a teen-ager can be reminded 
of a special day, a happy 
vacation, a close friend, or 
that wonderful date This 
milestone charm (left) in 
14K gold marks an event to 
remember. $13.50 retail. 
From Walter Lampl, 48 W. 


Whimsical animal miniatures and senti- 
mental charms that carry the ageless “I 
Love You” are imported from Europe in 
two-tone finish. The letter is $10 retail; 
the key, $9.50; and the elephant, one of 
a series, $12. Art-Craft, 1 W. 47th St., 


New York. 48th St., New York. 


Ww 


A constant year-round best seller and an ever-popular item 
with the young adult is a charm, key or pin that carries 
the name of his or her school or alma mater. And now 
this jewelry may be further individualized with the teen- 
ager’s own birthstone. The charms retail at $27 and the 
keys at $30. A comprehensive collection is offered by R. 
Pearlman, Inc., 125 W. 45th St., New York. 

W 


PIN. & GUARD 


There are few things 
as appealing to teen- 
agers as charms. They 
are available in a wide 
range of designs, and 
each is_ selected for 
its special significance: 
A small ice skate re- 
ealls a happy winter 
vacation; a tiny tennis 
racket represents a 
wonderful pastime; a 
miniature sailboat REEL 
brings remembrance of - “a 
a summer past. Carl- — 
Art, Ine., of Provi- ? 
dence, R. I. makes an I 
assortment of charms 
in 14K gold and ster- 
ling. 








Teen-agers are interested these days 
in school keys and charms worn sus- 
pended from delicate neckchains. Col- 
lege Seal & Crest Co. of Cambridge, 
Mass., has recently added a whole new 
line of these items. 








STOCK THESE CHARMS AND NOVELTIES 
TO DRAW IN TEEN CUSTOMERS 


(CONCLUDED FROM PAGE 66) 


the big medallion drop or oversized pin is tex- 
tured to meet this trend. The most tailored neck. 
lace and earring complement the flavor of this 
new nubbiness. 

Bracelets will dangle loudly, because the young- 
miss dress and suit have short sleeves and some 
dresses are completely sleeveless or have only 
tiny capped coverings on the arm. Charms will 
be more popular than ever. The new charm ring 
fad may well be the hoopla for the drug store set. 

It will be a colorful season for the young lady 
of fashion. She’ll have a choice of violets, greens, 
deep crimson, pink in her special party dress. 
And what a natural climate this is tor the many- 
colored stone jewelry ensembles she may choose 
to accessorize. 


Bait for Boys 


And what about the boys? They’re just as 
sensitive to the fashion pulse of the crowd. The 
photo ident is still an important part of the uni- 
form, but the new ones are as slimmed down as 
the contour of the new suits. He’s hunting con- 
versation pieces, this young man of 1959. He likes 
a tie slide that relates to a favored team or 
sport. He wants a key tab that has a drop that 
looks like a Phi Beta key. If properly introduced. 
he’ll like a watch that withstands water and 
shock. 

Chances are that he wants one of those pocket 
watches that are attached to the lapel and fit into 
the handkerchief pocket. Unfortunately, most 
manufacturers are unable to follow the sales 
course of this kind of novelty, to know how ef- 
fectively this young market helps their merchan- 
dise move. 

Important, these youngsters? Yes sir! For 
3esides that, they are your diamond 
and silver buyers for next year, and next and 
next! ae 


"59 sales. 





Every teenage girl wants something in 
which to store her trinkets. The Canter- 
bury jewel case answers this need. 
Available in pink, blue, white or the 
more sophisticated black, it features a 
swing-up tray with a special bar for 
earrings. From Farrington of Needham 
Heights, Mass. 


This “Ballerina” manicure set by Barbara Bates is an in- 
novation in packaging good grooming essentials. In a 
fur trim and a choice of red, blue, or green velvet, it 
carries a complete set of manicure tools and retails for 
$10. From C. J. Bates & Son, Chester, Conn. 


Inspired by the famous Fabergé creations, this “Surprise 
Egg” by Mosell is a gold-plated container that holds a 
choice of gifts; a sewing kit, perfume flacon or rosary. $5 
retail. G. Klein & Son, 105 Chambers St., New York. 





“For the Prom” jewelry bedecks and surrounds the 
slightly under life-size manikin. The figure is draped 
with a delicate fabric to suggest an evening gown; neck- 
laces and bracelets drip from her arms. Low circular 
elevations Carry a large selection of suitable pieces and 
a small jewelry case displays additional jewelry. Tiny 
nosegay bouquets and some small jewelry pieces are sus- 
pended from the window ceiling by slender ribbons. The 
half-figure manikin from Zaria Displays is 15% inches 
high; arms extend to 30 inches. Price: $28.50. 


Jeweled look for the teen-ager is dramatized by the life- 
size head and arm manikin. The figure is surrounded 
with suitable jewelry and wears a necklace, bracelets and 
earrings. Because these figures are cast in rubber, pins 
and earrings can be pinned directly in place. School ban- 
ners decorate the background wall. A bowl of popcorn, 
Coke glasses and phonograph records grouped to the left 
on the window floor suggest a teen-age party. The fig- 
ure from Zaria Displays measures 24% inches to the top 
of the hand and 21 inches across at the widest point. 
Price: $49.50. 


by Virginia Dixon 


MAKE YOUR WINDOWS 
TALK TO TEENAGERS 


@ TEEN-AGERS have a language all their 
own. So it might be well to make use of 
a consultant from their own ranks. If 
you have none in your own family, it 
will be an experience to make the ac- 
quaintence of some of these wide-awake 
youngsters. It’s a rare one who does not 
have ideas to contribute! They are 
fashion conscious—and generally more 
willing than their mothers to go along 
with advance trends. Align your sales 
promotion with their interests and they 
will certainly respond. 


The accompanying sketches suggest 
displays planned to promote costume 
jewelry for the teen-age social set. Dis- 
play manikins and hands illustrated are 
from Zaria Displays, 4384 Sixth Ave., 
New York 11, N. Y. Cast in durable 
rubber, they are hand finished in your 
choice of colors. They can be used again 
and again with a variety of accessories 
and backgrounds. Zee 











Daytime dress is indicated by draping a sweater or scarf 
around the Zaria figure. Jewelry displayed on the figure 
and in surrounding gift boxes accents the theme. A cork 
bulletin board filled with typical teen-age memoranda and 
pictures hangs against the background. Get pictures of 
local and national personalities from nearby movie houses 
and radio and television stations. School books, a bowl 
of apples and the very necessary telephone (which your 
local telephone company will be glad to lend you) are 
shown on the window floor (left). Your copy card can 
also be pinned to the bulletin board. The manikin in soft 
or glazed finish is 17 inches high, has a 12 inch base and 
mache hair. Price: $32.50. 


A teen-ager’s “very own dressing table” is suggested in 
this display. Several of the Zaria porcelain-finish hands 
point up the groupings of jewelry. A low circular eleva- 
tion draped in pastel fabric is used for the dressing table 
with a small framed mirror and other accessories arranged 
on it. Circular and cylinder elevations emphasize group- 
ings of hands and jewelry. A soft drapery forms the 
background. The hands have a porcelain finish in muted 
pastel tones. Small double hands, 3% inches high and 
6% inches across, are $10; standing cuffed hand, 8 inches 
high, $8.50. Single hands $60 per dozen. 








Jewelers are more active than any 
other merchants in Valentine promo- 
tion. Above—last year’s window at A. 
Stowell Co., Boston. 


A Valentine Promotion Program 


... that can boost February sales by 


7 per cent—1if you start your plans early 


by Charlotte Thompson 


® FEBRUARY SALES FIGURES have jumped as much 
as 7 per cent with a strong Valentine promotion. 
This, in the second slowest month of the year, 
is worth working for. Furthermore a jeweler has 
a distinct advantage in planning for Valentine’s 
Day since all his stocks are perfect gift merchan- 
dise. Unlike other retailers, he doesn’t have to buy 
specially designed Valentine merchandise. 


4 Rules for Success 


Four basics are necessary for successful Valen- 
tine promotion: a sharply defined target, or 
targets; attention-getting displays in windows 
and interior; advertising planned well in advance; 


careful timing so your promotion ideas will ‘catch 
on. 

As to the importance of timing, jewelers can 
take a tip from the confectioners. In the candy 
trade Valentine business is only a ‘‘one day sale.” 
Nevertheless, the size of the confectioners’ sales 
tab on that ‘“‘one day” is in direct proportion to 
the length of time they have promoted the theme 
in windows and advertising. And even with the 
“one-day” selling schedule, Valentine’s Day ranks 
as the third most important sales date for con- 
fectioners. 

A two-week promotion period produces the 
best sales results for jewelers. Experience shows 


(please turn to page 77) 





VALENTINE TRAFFIC BUILDERS FOR 


YOUR STORE 


To increase business during February, you can get selling helps from 
the Official Valentine’s Day Council, 124 E. 40th St., New York. For 
$6.70, you’ll receive postpaid: one poster (left), two mounted display 
cards, three streamers, four pennants, five cut-out cupids, five sales 
clerks’ badges and 100 gift stickers ....Charlotte Thompson, author of 
this article, is fashion coordinator for the Jewelry Industry Council and 
executive director of the Valentine’s Day Council. 
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973-963-97 4-976 


PINK ROSE LINE 
Tea Pot $18.00 dz. pc. 
Sugar/Creamer 12.00 dz. st. 
Salt/Pepper 6.00 dz. pr. 
Jam Jar w/Spoon 9.60 dz. st. 
Tea & Toast Set 9.60 dz. st. 
Butter Dish 9.00 dz. st. 
Pitcher 9.60 dz. pe. 
Egg Cup 3.60 dz. pe. 
Spoon Rest & 
Salt Shkr. 7.20 dz. st. 
8'2"" Gravy 
Boat 15.00 dz. pe. 
16 pes. Starter Set 6.60 set 
14” Platter 21.60 dz. pe 
74" Soup Dish 6.60 dz. pc. 
814" Bowl 12.00 dz. pe. 
é” Bowl 6.00 dz. pc. 
11” Dish 15.00 dz. pe. 
15%” Dish 24.00 dz. pe 
Tea C/S 6.60 dz. st. 
6'2'' B/B Plate 4.20 dz. 
102" Plate 10.80 dz. 
9'4"" Plate 7.20 dz. 
914" Cas’rl 24.00 dz. 
914" Bowl 16.50 dz. pe. 
10” Bowl 21.00 dz. pc. 
9” Sp. & Fk. 
w/China Handle 6.00 dz. pr. 
12” Celery Dish 
(not shown) 12.00 dz. pe. 


items on this 
page copyrighted. 


All imports ore shipped: SEND FOR OUR COMPLETE CATALOG 


——— ll. 


3622 SOUTH MORGAN STREET, CHICAGO 9, ILLINOIS F.0.8. Lefton-Pacific Inc., LOS ANGELES. CALIF 
CHICAGO SHOWROOM: 1555 MERCHANDISE MART Los Angeles Warehouse ; 





New joint arm gives you a wider 
range of styling for gold drop earrings 


The #86R Ballou ear clip with its newly designed ae ee ee ND 


joint arm is especially created for gold drop earrings. 
It offers the ever popular Ballou #66 clip with a new 
look for finer styling and greater ease in manufactur- 
ing. We would be pleased to send samples or have 
our salesman tell you more about the #86R ear clip. 


Available in gold and other qualities. 


FINDINGS 


B. A. BALLOU & COMPANY, INC. 
The Foundation of Good Jewelry 


61 Peck Street * Providence 2, R. I. 








Plastic doves and hearts, mounted against a shimmering 
screen gave charm to gift suggestions in this window. 
lt was used in 1958 by Shreve’s, Boston. 


VALENTINE PROGRAM (from page 74) 


that time is needed to build up the “impulse” idea. 

Here is a suggestion for aiming your promotion 
toward four different groups—and types of mer- 
chandise to promote for each: 

YOUNG LOVE—\the teen-age market. Any- 
thing that can be monogrammed or engraved is 
perfect. Teen-agers give each other a lot of gifts. 
Valentine rings, bracelets or charms that ‘“‘yvou 
have selected yourself” can be a wonderful idea 
to promote with the youngsters as affectionate 
friendship remembrances on Feb. 14. 

THE NEW LOVE: engagement rings, for 
both men and women; bracelets, cuff links and the 
like, which can be engraved with names and dates. 

A “BEST” LOVE—wife, mother, sister. Gifts 
for the home are appropriate; or the “delayed” 
engagement ring, a string of pearls, pendant or 
pin. 

ENDURING LOVE —a wife or husband of 
many years. An important piece of jewelry or a 
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Lace-trimmed hearts, attached to pegboard, built extra 
sales last February at the Jewel House, Boston. Note the 


wide selection of gifts “for your Valentine.” 


fine watch is appropriate for long-married 


couples. 


Start Promotion Feb. 1 

Valentine gift suggestions, dramatically identi- 
fied, should be in a jeweler’s windows at least 
by Feb. 1. 

And don’t forget interior display! A large 
center aisle or table displaying gift merchandise 
is simple and effective. The little cutout cupids 
produced by the Valentine Council are perfect 
merchandise markers, for they bear the slogan 
“A Gift of Love.” 

“Omnibus” ads, showing different gifts for 


special groups, produce excellent results for many 
jewelers. Also direct mail and regular billings 
are good. Many retailers put a smal! franked or 
stamped reminder, “Remember YOUR love on 
February 14” on their first-of-the-month bills. 
While you remind customers that “Love Is Giv- 
ing,” you needn’t forget that gifts of love are 


profitable, too. Zee 
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Garnets grow like 
plums in a pudding in 
this mica schist from 
Wrangel Island, Alaska 


Facts and legends to help you sell 


Garnet—the Birthstone for January 


Gem Consultant for JC-K 


by Dr. Frederick H. Pough, Ph.D., 


Birthstones for each month will be discussed by Dr. 
Pough in a series of 12 articles, starting with this 
isswe.—Editor 


© MANY BIRTHSTONES are quite common minerals ; 
which gives them two advantages: First, the 
common gems were well known in ancient times, 
and are likely to be wrapped in intriguing tradi- 
tions and superstitions. Second, the jeweler is 
able to get considerable quantities of such gems at 
inconsiderable prices—enough to meet all de- 
mands. (We shall assume that the smart jeweler 
sells a birthstone to each of his regular custom- 
ers.) 

When he has garnet to offer, the jeweler is in 
a very strong position. Jewelers’ organizations 
have not even proposed a substitute birthstone 
for January. Garnet is so suitable and acceptable, 
that there is no need! 
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Ordinary garnet is not an expensive stone; 
and a good, synthetic imitation can be supplied 
those who prefer the artificial stones. (They are 
a little harder; not much less costly.) In most 
cases, the garnet is red—quite a deep red which 
some people think too deep. For reluctant wear- 
ers of this red, alternate colors—still garnet— 
can be supplied. Most of the rarer varieties are 
much more expensive than the common stone; so 
the jeweler will welcome such discrimination. 


Garnet a “Family” 


Garnet is the name of a group of related miner- 
als, rather than the name of a single gem-stone. 
Red is a characteristic of the two commonest: 
pyrope, a magnesium aluminum silicate (since 
it is always red, one wonders if a little iron is 


not also an essential) and almandine, an iron 
(please turn page) 
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REGISTEREDO 


by Keepsake 














news- 


e Complete dealer aid program... 
paper mats, neon signs, motion window 
displays, in-store displays, theatre com- 
mercials and direct mail 






e Lifetime trade-in privilege, permanent 
registration and protection against loss 
of diamond 






A. H. POND COMPANY, INC. 


e Free booklet, “Heading For a Wedding” 
and “Wedding and Honeymoon Photo 
Album” gift offer 


e New, highly effective promotion featur- 
ing the Starfire Diamond “Friendship” 
Ring to attract teenagers 


For profitable Credit Selling... 
“STARFIRE by Keepsake” 





e SYRACUSE 2, N.Y. 








THE BIRTHSTONE FOR JANUARY (from page 78) 


aluminum silicate, which is a little more violet red 
than pyrope. Both commonly appear in birth- 
stone jewelry. 

The other four garnets are manganese alumi- 
num (spessartite), calcium aluminum (gros- 
sularite), iron calcium (andradite) and chrome 
calcium (uvarovite). These are much less well 
known to jewelers than pyrope and almandine and 
rarer in gem quality. Geologically, all garnets are 
found in rocks that were hot at the time the 
gyarnets formed. Conditions other than temper- 
ature, though, varied greatly. 

Garnets, usually meaning almandine, are com- 
mon in rocks that have been metamorphosed. The 
heat and pressure that developed mica crystals 
in shale created a normal habitat for the growth 
of almandine garnet. So there they grew, like 
plums in a pudding, sometimes. 

Wrangel Island, Alaska, has long been known 
as the place where Alaska tourists buy garnets— 
specimens that came from the island, and cut 
stones that didn’t. The supertypical Wrangel 


specimens prove the metamorphic nature of the 


conditions under which many garnets grow. 


Bohemian Garnets Best Known 

Jewelers are most familiar with the Bohemian 
garnets. These are little stones set closely to- 
gether in the always-popular Victorian jewelry. 
Sohemian garnets are found as little formless 
pebbles, freed by weathering from a _ volcanic 
rock. Since they are so dark, it does not matter 
that they are small. Large stones would be dead 
anyway. “Cape Rubies” are pyrope garnets that 
accompany diamonds in South Africa. These are 
nice red stones, generally a yellower red than 
almandines. 

It is difficult to give actual prices in this series; 
for there can be a tremendous price range in most 
jewelry stones, even among some of the very com- 
mon ones. But we can presume that a stone as 
common as ordinary red garnet will not be ex- 
tremely high in price. 


Lighted Noah's Ark 

The usual quota of superstitions go along with 
garnet. We find that all red stones were lumped 
together in times BC. (Before Chemistry?) So we 
can go through the list and make our own selec- 
tion of which power belonged to ruby and which 
to garnet. The term carbuncle has long been ap- 
plied to big cabochon garnets, probably from 
India. Anything that a carbuncle could do—such 
as glowing in the dark to illuminate the interior 
of Noah’s ark—was probably more garnet than 
ruby. It is easy to imagine how that legend origi- 
nated. Red bull’s-eve lamps were not unknown 
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in Queen Victoria’s day; and it is possible that 
some carbuncles were used in lamps in ancient 
times. (Think what an evil look some carbuncle- 
eyed Indian god might have had if a priest 
thoughtfully placed a candle behind it just before 
the arrival of the faithful!) 

Indian garnets can be very large, and are often 
cut hollowed behind. Hollowing thins the garnet 
lens and allows a little more light to come out. 
Many of these cabochons also show a four or Ssix- 
rayed star, though in few cases of original cutting 
do we find the star placed in such a way that it 
shows up well. The garnet stars are very dark 
and need a bright light. But they give you a 
chance to offer your customer “something dif- 
ferent.” 


Green Garnets—Olivines 

Of course the real opportunity to sell comes in 
the fancy stones. Demantoid garnets are green, 
sometimes a wonderful, sparkling, yellow-green, 
more lovely, even, than emerald. The trade calls 
them “olivines,” and uses them to stud the backs 
of lizards, shells of little golden turtles with ruby 
eyes, or wings of a dragon-fiy. Little olivines are 
cheap; but big ones certainly aren’t! They all 
came from Russia and what we have today comes 
from old stocks or antique jewelry. Paler greens 
are found in other places, but not the real green 
olivines. We can recognize them by the now 
eagerly pursued technique of the European gem- 
mologists-——by studying inclusions. (Not that we 
haven’t known typical demantoid inclusions for 
vears. They are feathery asbestos fiber mares- 
tails darting through the stones, or radiating 
from some small inclusion. The demantoid ecrys- 
tals in the rocks are wrapped in asbestos-like 
fibers, so confined that we find no good crystal 
form in the uncut ones.) 

Most books list a green garnet, found with 
chromite in chromium mines, and call it uvarovite. 
It does not exist as a gemstone. Brown garnets, 
varieties of grossularite and andradite, are fairly 
common and make attractive stones. Essonite or 
hessonite is the best known. Spessartite garnet 
comes in a gem form in some pegmatites. The 
essonites on the market are from Ceylon, and un- 
fortunately are always filled with flaws. We 
seldom see one recut Western fashion, for few 
dealers gamble on selling one of the flawed stones 
and are reluctant to put the money into the recut- 
ting. Nevertheless, the orangy-brown color, high 
refractive index and fair dispersion make them 
attractive gems. It might be worth while to over- 
look the flaws. 


Some Are Brown, Amethystine 
Brown garnets are so rarely clear that a truly 


clean one is almost unobtainable. Spessartite 
(please turn to page 108% 
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You are znvited to enter 


diamond jewelry designs for the 


The Diamonds-International Awards honor design excellence in diamond jewelry. 
Originated in 1954 (as the Diamonds U.S. A. Awards. at first). 

they give news-making recognition, annually. to creative achievements 

in diamond styling. Entries are invited from retailers. 

wholesalers and manufacturers. from everyone interested in diamond 


jewelry design .. . in all parts of the world. 


Last year. Awards were presented to sixteen designers from 
four countries: United States, England. Switzerland. Italy. 


The 1959 Awards will be made in the following categories: 
Group AS aw pieces to retail at S500 or less. exclusive of taxes 
Group aa pieces to retail between $500 and $2000. exclusive of taxes 
Group _ pieces to retail between $2000 and $10.000. exclusive of taxes 


Group c ~ pieces to retail at S1O.000 or more. exclusive of taxes 


Designs are to be submitted in sketch form. and there must be 
no identifying mark of any kind on sketches. Designs are presented 
anonymously to the Selection Committee. 


Entries must be submitted on or before May 1, 1959. 


The Selection Committee, composed of renowned fashion leaders. 
will make its choice before May 25, 1959. Those whose 
designs are selected will be notified immediately after May 25, 1959. 


The distinctive symbol of a 

Diamonds-International Award, to be 

presented on October 1, 1959. 
Finished jewel pieces, produced in accordance with selected 
designs. must be in the hands of the Diamonds-International Awards 
Administration on or before August 10, 1959. 


Presentation of the DIAMONDS-INTERNATIONAL AWARDS 
will take place on Thursday, October 1, 1959. 


Requests for the detailed rules should be addressed to: 
DIAMONDS-INTERNATIONAL AWARDS, % N. W. Ayer & Son, Inc., 30 Rockefeller Plaza, New York 20, N. ¥ 
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“x: Nearly 40 big pages < Beautifully illustrated 
-< Perfect for in-store training 


The Gold Filled Manufacturers 
Association has just completed the 
most comprehensive book on Gold 
Filled ever produced. Designed for 
co NTENTS the jewelry trade, it has hundreds 
of interesting and valuable facts 
about Gold Filled... how it is made 

. government markings and how 
to present it to Customers. 

































~~ 


Page 


Page + 
Histor a hs : 

5. ye ae Page 9 [he history and development ot! 
The “Old Shefheld” process — oe Gold Filled. 

Page Il 
Present-da\ Method 
Page 13 


HOW GOLD FIl LED SHEET IS MADE 








Page 15 . 
* How the three major categories of 


7 Gold Filled stock are made. 


HOW GOLD FILLED WIRE is MADE 


Page 
iD FILLED Tt BING 1S MADE 
Page 18 
COLD FILLED AC* ESSORIES FOR MEN 
Page 20 
pm FILLED AC ESSORIES FOR WOMEN 
*.0)1 ; i 
Page 23 


NACERS 
f ED ACCESSORIES FOR CHILDREN AND TEENAGERS 
a) Db IL f 


Page 25 
RETAIL GUIDE TO GOLD FILLED SELLING 

T een 7 
Page 26 Pages of selling hints. 


> TILLED . 
SIX STAGES TO TRADING UP To GOLD F 


Page 28 


DISPLAY HINTS 


Page 36 
SELLING AIDS FOR YO 

Page 3 
cabana (Complete standards for all precious 
” and bonded precious metals. 


THE {'’ POINTS DE FINING GOLD FILLED 





\ COPY of this book is yours for 
the asking. Simply fill out and mail 
ite coupon below. We ll send vou 
your Copy by return mail. 





GOLD FILLED MANUFACTURERS ASSOCIATION 
BATES BUILDING, ATTLEBORO, MASS. 


Please send a free copy of the new Gold Filled Booklet to: 
FOR YOUR _— 
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BOOK ~~ CITY... 


where ' COMPANY... . 








by Sidni Zimmerman“ 


HOW TO SELL 


pin-lever watches 


@® MANY JEWELERS don’t fully realize that there's a place 
for pin-lever watches in their stores. Some shut their 
minds to the advantages of these watches. out of fear 
they would lose prestige if they carried them. 

But it has been proven that pin levers create extra busi- 
ness. Many fine stores have found that they can bring 
back lost traffic by carrying pin levers—without en- 
dangering their reputation for quality goods. 

If pin-lever watches are properly merchandised, retail 
jewelers once more can become the only source for 
watches—any type of watch. But they agree that you 
must carry only fully guaranteed. highest quality pin 
levers. The selling suggestions which follow are a com- 
pilation of ideas from the jewelers I have talked with: 


How to Sell Women 

Ladies’ fashion watches should be displayed without 
hoxes, amongst costume jewelry, in an _ eye-appealing 
manner. 

When a woman buys a piece of costume jewelry, sell 
her the watch as an added attraction. Other added sales 
are constantly possible. For instance: earrings to match 
the new watch: or various colored watch straps to fit 


in with different costumes: or an added bracelet to make 





*The author has been ad- 
vertising manager for Croton 
Watch Co., Ine., since 1952. 
No desk-bound theorist, she 
takes frequent trips to dis- 
cuss with jewelers their prob- 
lems, merchandising and ad- 
vertising. She bases this arti- 
cle on ideas gained during a 


recent trip to the West Coast. 


the watch look different. Women often spend money on 
these “extras.” 

Sell a woman on the idea of a pin-lever watch as a 
second timepiece when she buys a diamond or a 14K 
gold watch. This will help preserve her expensive watch 
and keep it always looking new. 


How to Sell Men 

Men today want “knockabout” watches. Although 
they own fine watches, they, too, like to safeguard their 
expensive timepieces. There are several ways to sell 
these watches. 

A separate part of your showcase should be set up as 
a “knockabout” section with an effective sign indicating 
ii as such. The flat, thin, men’s pin-lever dress watches 
should be featured with cufflinks, tiepins, etc. And for 
added sales: 

@ When selling a watch that is priced at $50 or more. 
sell the man a pin lever along with it to knock about, 
so that his fine watch will keep its health and beauty. 

@ The man who already has a fine watch can easily 
be sold a “knockabout” to wear while his fine watch is 
in for repair. 

@ Usually women buy cufflinks and tiepins as gifts 
for men and, as has already been said. women often re- 
spond to the suggestion of an “extra.” They can be 
induced to buy an inexpensive dress watch to go with 
the cufflinks or other jewelry they came in to buy. Men, 
too, can be persuaded to buy “extras.” 


How to Sell Parents 


“Knockabout” watches can be sold to or for young- 
sters or teenagers. When the child is ready for a better 
watch, allow full credit towards a better watch when the 
‘“knockabout” is brought back to you. 


How to Get All These People In 

One section of your window should be grouped in dif- 
ferent categories: “Knockabout”. .. “Fashion”... and 
‘“Men’s Dress” watches. Let passersby know that a fine 
jewelry store carries $12.95 watches; they don’t have to 
go to drugstores to buy them. This window display can 
be effective at night. Since the watches are inexpensive, 
the risk is slim. 

There is no end to the extra business a jeweler can get 
with pin-lever watches. But, as a reminder: Don’t place 
pin-lever watches in your regular watch counters; they 
will then interfere with your regular watch business. And 
don’t carry pin-lever watches that are sold by department 
stores or drugstores. 

Remember, 60 per cent of the watches sold today are 
sold in other than jewelry outlets because you, the 
jeweler, let the other merchants merchandise pin-lever 
watches as fashion watches and as “knockabout” watches. 

You are in a wonderful position to take this business 
away from these outlets. Pin-lever watches are the an- 
swer to your problems in watch sales. You now have 
something to help you get the traffic back into your 


store. i om | 
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The Henry H. Harteveldt Company 
has served quality 
jewelers for four 
decades as one of 
America's prime 
diamond importers, 
specializing in platinum 
and gold jewelry. 

From a fast-moving 
14K diamond pendant 
retailing at $6.50 

to a $5000 diamond 


platinum watch. 





Total Weight Complete Line of Extensive Selection of Pendants Unusual Styling in Total Weight 
Wedding Bands Fancy Solitaires Including Add-on Pendants Pearl and Diamond Rings Bridal Sets 


MEMBER AMERICAN GEM SOCIETY 





The Henry H. Harteveldt Company 
630 Fifth Avenue, New York 20, N. Y. 
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Consider your costs and your public 


if you want to... 


Open New Accounts by Promotion 


by Irving Firstenberg 


@ Advertising can take many forms in the Jewelry 
business. Newspapers, radio, television and di- 
rect mail are useful, of course. But, thanks to 
the ingenuity of wholesale houses and other or- 
ganizations, the jeweler today has available the 
greatest sales agitator yet conceived: “‘promo- 
tions.” 

The jeweler can’t afford to sit and wait for 
customers to come into his store. He must be 
aggressive: He must go after business. Business, 
to the jeweler, means a flow of traffic—people 
coming and going in a steady stream, with each 
person a potential customer. 

How does a promotion differ from a sale? In 
a sale you offer (ostensibly) all merchandise in 
vour store at a price mark-down; and you sell 
for cash, with the possible exception of a few 
choice accounts to whom you grant credit. 

In a promotion, you present one or several 
enticing items desired by the general public as 
an outstanding bargain and money-saving oppor- 
tunity. Thus, when you promote you say, in 
effect: “Mr. Public (or a particular individual in 
direct mail promotion), here is something I know 
you want and will sell to you on cash or credit 
terms; and I will give you a chance to save money 
at the same time.” But to yourself you are think- 
ing: “Sure, Mr. Public, the item I am offering 
for sale at a slight profit (or at cost) is to get 
you into my store, so I can sell you one or more 
additional articles on which I can make a reason- 
able profit.” This is the essence—the real mean- 
ing—of a promotion. 


Here are some suggestions to help you stage 
successful promotions: 

@ Arouse interest so that the customer will 
want to see what you are “giving away.” 

Let him have a set of dishes or a pair of lamps 
on which your profit is negligible; by getting him 
into the store, you may sell him a watch or a 
diamond ring. If you advertise the promotion in 
"SP SEPGE NEY Wha “oGhSUR MAB OES CU 
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tomers on your books. If you announce it by di- 
rect mail, you may reactivate dormant accounts. 


@ Choose promotion items that are appropriate 
for your community and your class of customers. 

For instance, a jeweler in a wealthy town could 
not hope to attract many new customers by of- 
fering 89-piece fishing kits for $6.95; because 
residents in such towns are on a higher economic 
plane and would want more expensive equipment. 
A more costly and subtle promotion, such as sil- 
verware, would have greater appeal. However, 
the fishing kit might be a tremendous puller in an 
average small town situated near water. 

So give serious thought to your community’s 
needs or desires. Never forget—unless your sale 
is guaranteed by your supplier—that every pro- 
motion is a gamble in which you are betting that 
your judgment is right. 


@ Plan your promotions so that each one will 
be completely different from the previous one. 
Some items will catch the eye of certain pur- 
chasers; other numbers will appeal to other cus- 
tomers. Whatever you promote, remember the 
season of the year or an approaching holiday ; and 
be sure to maintain complete records of the types 
of merchandise that inspired the greatest sales. 
There is no sure way to predetermine what will 
appeal. But your past experience and knowledge 
of your customers can help. 


, 


@® Use “high-line’” promotions for the carriage 
trade. 

There are, of course, “low-line” and “‘high-line’”’ 
promotions. Both phrases are obvious; you, your- 
self, must resolve what is best for you. 

Suppose you have set aside $500 for promo- 
tional merchandise over and above the cost of 
advertising. You might buy a “high-line”’ promo- 
tion that costs you $25 per item which you retail 
at $34.95 as a real puller. Obviously you can 
purchase only 20 of this number for your $500. 


(please turn to page 105) 
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BRUSSELS VVORLD'S FAIR 


GOLD MEDAL 


We are indeed honored to receive this 

coveted award. 

For three generations, we have been the first to 
introduce progressive diamond cutting 
tecnniques. It is Our aim to continue creating 
exclusive innovations that will serve the 
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BAUMGOLD BROS., INC., 580 Fifth Ave., New York 36, N. Y. 
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ARE DIAMOND 


by Gladys Babson Hannaford 


GUARANTEES 
GOOD BUSINESS ? 


® MANy JEWELERS have debated the signed by you, whether it be in the 
value of a guarantee in selling a form of a certificate, a letter or a 
diamond. The answer to the problem statement on your letterhead giving 
depends on what the guarantee a description of the diamond or 
means. diamonds, their size and quality. can 

\ number of elaborately printed. have real importance. In these days 
official - looking documents _ really of so much “hard-sell.” people are 
vuarantee nothing except that the inclined to discount much of what is 
diamond is a diamond. Of course. said by a salesman. 
anything sold as a diamond had bet- A detailed description in writing 
ter be a diamond or the seller can banishes doubt. Many jewelers give 
find himself facing a judge. So, the a receipted bill which contains a full 
formal document in this case is description. This is good, too, but a 
meaningless. It is purely a gimmick customer might like to show a friend 
and an insult to the intelligence of the guarantee and still keep the price 
any thinking buyer. a secret. 

A dissatisfied customer, apparent- Keep a copy in your file for fu- 
ly getting exactly nowhere with such ture reference if necessary. A jew- 
a guarantee, took it to a lawyer eler who has used the latter type of 
whom I later met at a service club guarantee for years told me of one 
luncheon. He was vehement in his of the unforeseen advantages. A 
condemnation of such practices. widow came in with a diamond her 
Legally, nothing could be done, since husband had given her before he 
the impressive-looking piece of — passed away. She had just learned 
paper, with characteristic double- that it was not perfect and accused 
talk, said absolutely nothing. The the jeweler of misrepresentation. He 
lawyer said, “Why doesn’t the de- was able to take from his file a copy 
cent segment of your trade do some- of the letter addressed to her hus- 
thing to clear this up?” band, which gave an accurate de- 

On the other hand, a declaration scription of the diamond involved. 


Human nature being what it is. 
this probably happens all the time. 
The jeweler, concerned with the 
reputation of his store, showed her 
the copy; but then, concerned with 
her reaction, he went on to explain 
what a beautiful stone it was, how 
little the tiny inclusion affects its 
beauty and value. His store was 
exonerated and the lady left, happy 
with her diamond. 

The diamond is the tangible thing 
the customer takes with him. To 
you the factors that affect quality 
are also tangible but not to the cus- 
tomer. When these factors are put 
down on a piece of paper, no matter 
what the form, they become mate- 
rial things—if not visible in the dia- 
mond, visible in the written word. 
Purchasers will be less likely to 
worry about an appraisal when they 
have such a document. 

If you use a guarantee, it should 
be simple, honest, and easily under- 
stood. It should be designed to take 
the doubt out of diamond buying. 
With assurance and trust, more 
people will buy more diamonds— 


from you. ee 
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DIAMONDS... 


Emerald Cut and Marquise 
STAR SAPPHIRES 


RUBIES-STAR RUBIES + SAPPHIRES 
CAT'S EYES * EMERALDS: PEARLS 


We have a large stock of Precious Stones, 
mounted and unmounted from which to make 
your selection. Let us cooperate with you on 
your special calls. 


We are always interested in purchasing estates — or 


wee 


jewels which your customers submit to you for sale ug 
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Fine Gibson albums for a permanent 


record of wedding, guests and gifts, 


beautifully bound in white, washable 


simulated leather with silver stamped 


title and cover design. 


PUBLISHERS NORWALK, CONNECTICUT 
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Printing of scroll executed from original 
17th century wood blocks in the archives of 
Antwerp’s world-famous Plantin Museum. 





To A. H. POND CO. 


GENUINE REGISTERED 
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“FOR OUTSTANDING LEADERSHIP 
IN THE DIAMOND INDUSTRY... .” 


From the city of Antwerp, the world’s We at the Pond Company take pride 
largest diamond cutting center, comes in this unusual honor. In announcing the 
new and distinguished honor for the news of this achievement, we share with 
A. H. Pond Company, Inc. and Keepsake Keepsake Jewelers everywhere a sense 
Diamond Rings. In recognition of its of gratification in offering to the Ameri- 
prominent industry role in the importa- can consumer a product of finest quality 
tion and market development of perfect and value. 
quality diamonds, the A. H. Pond Com- Herein, we feel sure, lies the reason 
pany has been awarded the ‘City of Ant- why Keepsake is America’s largest sell- 
werp Premier Golden Medal Award.’ ing diamond ring. 
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AT TOWN HALL, ANTWERP, BELGIUM: Burgomaster C. LeBon presents city’s Premier 
Golden Medal Award to Robert A. Pond (right), president of A. H. Pond Co., Inc. 
Looking on are F. Raeymaekers (with scroll), president of Diamond Exporters 
Assn. of Belgium, and M. Chasanov, one of Keepsake’s European representatives. 
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A. H. POND COMPANY, INC. « SYRACUSE 2, 

















































































































Twelve quick steps 
to a more attractive store 


You don’t have to spend a lot of money to 
make your store more attractive. Here are 12 
suggestions that any jeweler can follow—and 
they cost little or nothing: 
¢ Check the front door. Is it modern? Can 
customers see through it into the store? Is it 
easy to open either way? Customers dislike 
stubborn doors especially when their arms are 
full of parcels. 

* Keep the aisles clear. Aisles are for walking, 
not for display. Customers don’t like to have to 
run an obstacle race to get from one spot to 
another. 

®* Check the outside sidewalk. It’s not sufficient 
to have the store-front attractive. If the side- 
walk is ugly, cluttered or dirty, customers will 
be deterred from entering. 

®* Check lighting. Is it modern, inviting, free 
from glare? 

®* Watch store temperature. Extremes of heat 
or cold should be avoided, especially excessive 
alr conditioning in the hot weather. 

® Cleanliness and sanitation. They are abso- 
lutely mandatory in a modern American store. 
* Change the store arrangements frequently. 
Women, you know, like to change furniture about 


in their homes. They like changes in a store, too. 
®* Color combinations are important. They can 
cheer or depress you. If necessary, call in an 
expert—but get the colors right. 

© Make sure all employees are well groomed and 
mannerly. Anything uncouth about a salesperson 
will drive a fastidious customer out of a store 
—but fast. 

® Keep pets out. This may be tough on the lady 
with the pooch, but other customers will thank 
you. 

® Stress customer service facilities — whether 
they are: free delivery or mailing, free gift 
wrapping, exchange privileges. 

¢ Keep plenty of free space in the front of the 
store. Crowding is not desirable anywhere, but 
just inside the entrance where traffic is going in 
and out constantly, a spacious clear area must 
be provided. 





GOT A PROBLEM? JC-K’s Editorial Index for 1958 
can help you. Want merchandising hints? New dis- 
play ideas? Topics for a talk? Information about 
business conditions? Just look it up in the alpha- 
betical listing on page 95 of this issue. The Index 
is chock full of references to merchandising and pro- 
motion ideas used successfully by other jewelers. Got 
a problem? Try JC-K’s Editorial Index. 














Over 35 Years of Service to Leading Jewelers 
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Rubies, Star Rubies 
Sapphires, Star Sapphires 
Emeralds, Catseyes ... 
Loose or in Platinum 
Diamond Mountings 


of Exclusive Design... 


VA KUMWASOM. bu: 


Formerly Robinson & Sverdlik 
O10 FIFTH AVENUE, Rockefeller Center 
New York 20, New York 
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FOR IMPORTANT GIFTS 
Krementz Jewelry has rich and lasting beauty, 


imparted by a 14 Karat gold overlay thirty times 


thicker than that on most ordinary plated jewelry. 


Naturally. vou will teel special pride in wearing 
Krementz Jewelry ... or giving it. 


a 


Leaf Motif with Cultured Pearls: Bracelet $20.00 - Earrings $10.50 
Necklace $10.00 « Leaf Brooch $10.00 - Knot Brooch $15.00 
Cultured Pearl with Austrian Crystals: Necklace $17.50 + Earrings $15.00 


- ¥ 


Each in leatherette gift case — wherever fine jewelry is sold. Prices plus tax, 
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COEF EEMATIC 


IT’S IMMERSIBLE! 


SENSATIONAL NEW MODEL OF — 
AMERICA’S FASTEST SELLING COFFEEMAKER Chrome on Solid Copper 


Hermetically Sealed-in Unit 


Vow for a limited time, you can offer this new. completely immersible . 
: 7 / Famous Coffeematic Performance 


model of America's fastest-selling coffeemaker. Its an all-new Universal 
Coffeematic with the quality and performance that has produced the sales 
leader of the industry and at a bargain price that insures fast turnover. 
Don't wait... there is only a limited number available of this sensational 


Spring Special. Get your order in immediately ! 
LANDERS, FRARY & CLARK, NEW BRITAIN 





JEWELERS’ CIRCULAR-KEYSTONE 


1958 EDITORIAL INDEX 


Dear Reader: Like most subscribers, you probably make it a habit to 
Save every copy of JC-K. By doing so over the years, you acquire a 
reference library on jewelry store operation that is unavailable from 
any other source. 4 To make this library even more useful, each 
January issue contains an index for the past year, a list of the 
principal topics which have been covered in the preceding twelve 
issues. @ The following pages contain our 1958 index. You will find 
it useful to consult this guide from time to time, whenever you want 
to refresh your memory of a particular article, to find information 
about some subject, or to see what merchandise and promotion ideas 
have been used successfully by other jewelers. 4 Be sure to save 


your copies of JC-K for future reference. THE EDITORS 




















— How to Run a ‘Jewelry Em- APPLIANCES 
- ire,” by William Wagne 
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Deceptive Advertising. Apr: 94 ¢ —— -€ | he lect? 
Some People Thought This — a Om 
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RJA Completes Plans for New 
York Chicago Shows. June: 
113 

W isconsin RJA 
June: 118 

Maryland-Delaware-D.C. RJA 
Convention. June: 118 

Virginia, North Carolina RJA 
Convention. June: 119 

Diamond Peacock Club Annual! 
Dinner Dance. June: 119 

Alabama RJA Convention. 
June: 120 

Kansas RJA Convention. June: 
120 


Convention 


Arkansas KJA Convention 
June 120 

Massachusetts, Rhode Island 
RJA Convention. June: 121 
24 Karat Club Annual Beef- 
steak Dinner. June: 121 

RJA Chicago Convention and 
Trade Show. July 42 

Are You Protecting Your Own 
Gift Business? July: 62 

Sterling Silversmiths Plan 
Heavy Radio Advertising 
July: 95 

NWJA Calls for More Sales- 
manship, Supports Fair 
Trade. July: 96 

Vive la Chemise Is Trend at 
United Jewelry Show. July 
107 

New York RJA Convention and 
Trade Show Aug: 90 

Swiss Watchmakers Will Fi- 
nance More Watch Research 
Aug: 204 

Go West to Pacific Trade and 
California RJA Show. Aug: 
ZUs 

China, Glass & Giftwares, by 
Madeline Love. Sept: 136 

Watchmakers of Switzerland 
Are Backing Watch Parade 
Time. Sept: 148 

American Gem _ Society Sets 
AGS Week for Oct 6-11 
Sept: 148 

RJA Starts Whirlwind Drive 
for 10,000 Members Sept: 
150 

‘onvention and Trade 
in New York. Sept: 


Five-Day Convention 

Show in Chicago. Sept: 156 

First Pacific Show aie Real 
“Success,”” Says Schiffman 
Oct: 154 

UUHAA Has Busy Convention, 
Talks Merger with HIA. Oct: 
155 

Ohio, West Virginia Jewelers 
Join for Convention. Oct: 
155 

Attendance Doubles at North 
Dakota RJA Convention 
Oct: 156 

Texas Jewelers Elect Sheftall 
New President. Oct: 157 

Bernard Burnstine Is New 
RJA Executive V.P. Oct: 157 

Brand Name Awards Pay Off 
Nov: 62 

HIA-UHAA Merger Talks Bog 
Down in Dissent. Nov: 118 

1957 FTC Complaint Against 
ANRJA Settled by Agree- 
ment. Nov: 119 

Sterling Hollowware **Road 
Show.’ Dec: 60 

Editorial. Dec: 114 

JVC Asks FTC for Stronger 
Rule on Deceptive Pricing. 
Dec: R82 

Connecticut RJA Wins Top 
Awards in RJA Membership 
Drive. Dec: 82 

Canadian 24 Karat Club Has 
First Annual Banquet. Dec 
i) 


HSNY Honors Henry F ried 


Dec RS 


— —_ 


BIRTHSTONES 


Peridot: The Stone from 
Heaven, by Dr. Frederick H 
Pough. Aug: 140 

Tourmaline: A Stone of Many 
Hues, by Dr. Frederick H 
Pough. Oct: 98 


BRIDES 


What Engaged Couples Want 
to Know About Diamonds, 
by Dorothy Dignam. Apr: 56 

The Engagement Ring-—Satur- 
day Evening Post. Apr: 133 

Eyes Front!—for Tableware 
(‘Hostess Room’’). Apr: 146 


Of Cupid and St. Nick—Star 
Salesmen. Aug: 256 
Self-Service Silver. Dec: 62 


BUSINESS CONDITIONS 


Scrubbing off the Tarnish. 
Jan: 

Retail Sales Figures on ‘“‘Down- 
town” Stores. Jan: 104 

IRS Rulings on Taxable Items. 
Jan: 104 

Two New York Ring Manu- 
facturers Merge. Jan: 104. 

Rhode Island Manufacturers 
Want One Shipper. Jan: 108 

Jane Doe and Sterling. Feb: 
68 

Cost Price. Feb: 110 

Of Prophets and Profits This 
Year. Feb: 180 

Tariff Commission Recommends 
Higher Stainless Duties. Feb: 
138 


Elgin National Lowers 19- 
Jewel Watch Prices. Feb: 
139 

Englehart Industries Merge, 
Join Precious Metal Firms. 
Feb: 141 

Waltham Gives Chicago Firm 
Use of its Name. Feb: 142 

Parker Buys Eversharp’s Writ- 
ing Instruments Branch. 
Feb: 142 

International Silver Buys Eye- 
let Specialty Co. Feb: 142 

Shopping Centers. Mar: 62 

Too Many Insurance Policies? 
by Russell W. Wilson. Mar: 
90 

Letters. Mar: 104 

Jewelers vs. Discounters - 4 
Swiss View (editorial). Mar: 
180 

Johnson, Patman Want Banks 
for Small Business Growth. 
Mar: 139 

E. W. Reynolds Creates New 
National Promotion Policy. 
Mar: 142 

Deceptive Advertising. Apr: 94 

Lower Markups. Apr: 96 

Price-Cutting (editorial). Apr: 
212 

American China Makers Want 
Tariff Curb on Imports. Apr: 
166 

International Takes Two Lines 
Off Fair Trade. Apr: 169 

Japan Imposes Own Stainless 
Quota, No. U. S. Duty Hike. 
Apr: 171 

Our Markup’s Showing. May: 
24 


Discounts. May: 24 

Direct Selling. May: 24 

Itinerant Peddlers. May: 37 

What Credit Jewelers Will Do 
with Appliances. May: 

Time to Write Your Congress- 
man. May: 

New U. §S. Customs Standards 
for Appraising Imports. May: 
104 

Can Retailers Claim Excise 

ax Exemption on _ Items 

Sold for Use as Awards or 
Premiums? — Gellman Case. 
May: 107 

Planning Ass'n, Rep. Forand 
Want Bill to End Jewelers 
Excise. May: 108 

Bulova Watch Reorganizes, 
Omar Bradley Named Chair- 
man. May: 115 

Will We Be Ready for the 
Coming Boom? June :72 

The Good Old Days Are Here 
Today (editorial). June: 148 

The Argument Against Mili- 
tary Post Exchanges. June: 
108 

Sunbeam’s Recipe for an Effec- 
tive Fair Trade System. 
June: 108 

Department Store Sales in 
1957: June: 108 

First Quarter 1958 Jewelry 
Sales by Wholesalers. June: 
108 


Excise Tax Payments Rise 2 
Per Cent in 1957. June: 110 
Are You Protecting Your Own 
Gift Business? July: 52 
Christmas Business’ Prospects 
(editorial). July: } 
Sunbeam Enters Electric 
Clock Field. July: 95 
Retailers not Exempt in Gell- 
man-Type Sales IRS Rules. 
July: 98 
Hopes for Excise Cuts Wane, 
Congress May Help Small 
Business. July: 98 
Sunbeam Drops Some Distribu- 
tors in New Policy Move. 
July: 99 


GE Sets Minimum Prices on 
Blanket Line. July: 100 
Buffalo Jewelry Case, Wm. 

Korn Merge. July: 105 
What You Can Expect from 
the Watch Industry. Aug: 94 
What You Can Expect from 
~% Silverware Industry. Aug: 
y 


Answers to Retail Jewelers’ 
Complaints, by Maurice Gold- 
berger. Aug: 144 

What Women Want from a 
Jewelry Store. Aug: 164 

Of Cupid and St. Nick Star 
Salesmen. Aug: 256 

Housewares Industry Shows 
Recovery Signs. Aug: 204 

IRS Suspends 3-Year Statute 
of Limitations on Excise Tax 
Reports. Aug: 209 

What You Can Expect from 
the Clock Industry. Sept: 48 

Wallace Silversmiths Purchases 
Tuttle Silver Co. Sept: 148 

Hamilton Expands Markets, 
Plans Swiss Production. 
Sept: 158 

JVC Will Review Trade Prac- 
tices of Watch Attachments 
Firms. Sept: 158 

Zale Chain Adds 16 Stores in 
Three Months, $37 Million 
Sales. Sept: 159 

Pin Lever Imports Jump 300 
Per Cent in 3 Years. Oct: 


Retailers Expect § for 
Fourth Quarter. Oct: 152 
Alaskan Jewelers’ Life: Es- 
kimos, Tourists, Discounters. 
Oct: 158 
The ic Tells the Jeweler: 
Sell More Watches. 


Jewelry Chain Buys 14 

More Stores. Nov: 116 

DeBeers Has Purchased the 
Famous Williamson Diamond 
Mine. Nov: 116 

European Nations Work To- 
ward Watchmaking Agree- 
ment. Nov: 116 

Imperial Pearl Officers Buy 
Firm Interests. Nov: 119 

Major Finance Firm Buys 
Jewelers Acceptance Corp. 
Nov: 119 

Is There Money in Melmac?”? 
ec: 4; 


Emerald Calibre Returns to 
Market, by Dr. Frederick 
Pough. Dec: 44 

A Yardstick for Your Diamond 
Sales, by Dr. George Switzer. 
Dec: 4 

Editorial. Dec: 114 

Post-Mortem on Nov. 4 
Democratic Victory Good and 
Bad for Retailers. Dec: 79 

New Small Business Loan Pro- 
gram Is Strongly Criticized. 
Dec: 79 

Who's Who on the World 
Watch Market. Dec: 79 


BUSINESS MANAGEMENT 


What’s What in Inventory?” 
Jan: 48; Feb: 72; Mar: 72; 
Apr: 60; May: 49; June: 48; 
July: 46; Aug: 114; Sept: 
130 

Recipe for Selling Watchbands. 
Jan: 70 

A Little Dash of Emily Post. 
Jan: 100 

Imperial Pearl Elects Esther 
Goldstone President. Feb: 136 

Too Many Insurance Policies”? 
by Russell W. Wilson. Mar: 
90 


Jewelers vs. Discounters — a 
Swiss View. Mar: 180 

Talking Alarm. Apr: 55 

More Installment Selling a 195% 
Must, by William Wagner. 
Apr: 76 

A Little Show Can Make You 
Grow. Apr: 82 

Deceptive Advertising. Apr: {4 

Lower Markups. Apr: %6 

Price-Cutting. Apr: 212 

Discounts. May: 24 

Direct Selling. May: 24 

Your Diamond Markup, by 
Gladys Hannaford. May: 66 

Participation in Community 
Activities. June: 15 

Are You Protecting Your Own 
Gift Business? July: 52 

The Logical Transition, by 
Irving Firstenberg. July: 66 

Christmas Business Prospects. 
July: 136 


Sunbeam Drops Some Distribu- 
tors in New Policy Move. 
July: 99 

GE Sets Minimum Process on 
Blanket Line. July: 100 

International Silver’s New 
Home: in Beauty, Unity. 
July: 104 

Surprise Party Toasts 75-Year 
Old Charley Sommer. July: 
105 

Buffalo Jewelry Case, Wm. 
Korn Merge. July: 105 

What Can You Expect from 
the Watch Industry. Aug: 
94 

What Can Your Expect from 
the Silverware Industry. Aug: 


Ys 

How The Jewelers Board of 
Trade Helps You. Aug: 102 

He Dramatizes Service. Aug: 
126 

Answers to Retail Jewelers’ 
Complaints, by Maurice Gold- 
berger. Aug: 144 

10 Ways to Boost Your Dia- 
mond Sales, by Henry Harte- 
veldt, Jr. Aug: 148 

Sell ‘em What They Want, by 
Hyman Cohen. Aug: 152 

Does Free Gift Wrapping Pay’? 
Aug: 192 

Of Cupid and St. Nick-—-Star 
Salesmen. Aug: 256 

Housewares Industry Shows 
Recovery Signs. Aug: 204 

What You Can Expect from 
the Clock Industry. Sept: 48 

How to Run a “Jewelry Em- 
pire,” by William Wagner. 
Sept: 60 

Ingredients for Success. Sept: 


Hamilton Expands Markets, 
Plans Swiss Production. 
Sept: 158 

Zale Chain Adds 16 Stores in 
Three Months, $37 Million 
sales. Sept: 159 

Pin Lever Imports Jump 300 
Per Cent in 3 Years. Sept: 
160 

“Qualities We Look for in a 
Store Manager,” by Clarence 
Olson. Oct: 104 

Make the Most of Remodeling. 
Oct: 110 

Overcoming Threshold Resist- 
ance, by Gladys B. Hanna- 
ford. Oct: 116 

Brand Name Awards Pay Off, 
by Meyer Barr. Nov: 62 

The Public Tells the Jeweler: 
How to Sell More Watches. 
Nov: 70 

Movie Kit Sideline Grows Up. 
Nov: 90 

The Half-Price Sale, by Gladys 

Hannaford. Nov: 92 

Kay Jewelry Chain Buys 14 
More Stores. Nov: 116 

Imperial Pearl Officers Buy 
Firm Interests. Nov: 119 

Self-Service Silver. Dec: 62 

Stop ’em with Off-Beat Win- 
dows. Dec: 64 

New Small Business Loan Pro- 
gram Is Strongly Criticized 
Dec: 79 


= 


CAMERAS 


A “‘Case’’ for Cameras. Feb: 96 
Movie Kit Sideline Grows Up. 
Nov: 90 


CHINA & GLASS 


China, Glass & Giftwares. Jan: 
96: Feb: 125: Mar: 124; 
Apr: 158; May: 96; June: 
102: July: 90; Aug: 196; 
Sept: 136; Oct: 144; Nov: 
108: Dee: 72 

Revolving Case Displays China. 
Apr: 123 

Eyes Front !—-for Tableware 
(‘‘Hostess Room’). Apr: 146 

American China Makers Want 
Tariff Curb on Imports. Apr: 
166 

How We Sell Quality China. 
June: 42 

“Take Several Patterns Home 
and Try Them Out.”” June: 
68 

One Hundred Per Cent Visual 
Display. June: 8&6 

Building Tableware Trade. 
June: 62 

What’s What in Inventory, by 
William Scheibel. Sept: 130 
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How to Teach Teens About 
Sterling. Sept: 62 

Temper for Teens. Oct: 140 

Fine China Belongs in Jewelry 
Stores, by James F. Wilson. 
Dec: 40 

Is There Money in Melmac’” 
Dec: 42 

Four Windows That Sell China, 
Glass. Dec: 50 

CLOCKS 

A Specialist in Clocks. Feb: 90 

Complicated Automata. Feb: 

Regilding French Clock Case. 
‘eb: 170 

Making a Grandfather Clock. 
Feb: 170 

Making Mystery Clocks. Mar: 
168 

Atomic Clock in Satellite. Mar: 
61 

Setting a Moon Dise. Mar: 170 

Clock Display. Apr: 165 

Closing Worn Holes. Apr: 202 


Siderial Time. Apr: 202 
Photographing Antique Clocks. 
May: 140 


Handpainting on Antique 
Clocks. May: 140 

Clock with Floating Balance, 
by Henry Fried. June: 136 

Oscillator or Quartz Clock. 
June: 41 

Pendulum Rod. June: 139 

French Clocks. June: 139 

Parts for 400-day Clocks. June: 
140 

German Chime Clock. July: 129 


Sunbeam Enters the Electric 
Clock Field. July: 95 

= Electric Clock Aug: 

Gr 0 Clocks. Aug: 246 


New Sunbeam Clock Line Nears 


National Distribution Goal. 
Aug: 207 

What You Can Expect from 
the Clock Industry. Sept: 48 

How to Make a Window Dis- 
play Escapement Model. Oct: 
186 

A ae Japy Fréres Clocks 
Oct: 6 

The Ma: n ‘Who Set the Clocks 
Straight. Nov: 66 

Marine Clocks. Dec: 104 

Japy Fréres Clocks. Dec: 104 

COSTUME JEWELRY 

Compacts. Mar: 59 

Bargains in Beauty. July: 60 

Vive la Chemise Is Trend at 
United Jewelry Show. July: 
107 

Time to Stock Up on Costume 


Jewelry, by Jerry Gewirtz 


Sept: 52 


Simple Soldering Jobs. Dec: 
104 
CREDIT 

What Credit Jewelers Will Do 
with Appliances. ay: 46 
IRS Does Not Disapprove a 
Maximum Carrying Charge 
on Credit. May: 108 

The Logical Transition, by 
Irving Firstenberg. Julv: 66 

How the Jewelers Board of 
Trade Helps You. Aug: 102 

How to Run a “Jewelry Em- 
pire,”” by William Wagner. 
Sept: 60 

Zale Chain Adds 16 Stores in 
Three Months, $37 Million 
Sales. Sept: 159 

Major Finance Firm suys 
Jewelers Acceptance Corp 
Nov: 119 

_ p— 
DESIGN 

How Designers Think in 18K 
Gold. Jan: 54 

A JC-K Aid to Selling Fine 
Jewelry. Jan: 68: Feb. 94: 
Mar: 94; Apr: &8: June: 
66; Aug: 158; Sept: 8&8 

A Fifth C, by Jerry Gewirtz 
Apr: 118 

a Will Be Gol len, by 

erry Gewirtz. May: 54 

some! I} Make It for You, 
Ma’am.”” June: 70 

How Watch Bands Got That 
Way, by Jerry Gewirtz. July: 
44 

Pre-View of Watch Bands for 
Fall and Christmas. Aug: 106 


Time to Stock Up on Costume 
Jewelry, by Jerry Gewirtz. 
Sept: 52 

New Watches in Fashion Spot- 
light, by Jerry Gewirtz. Oct: 
74 


‘ 

Diamonds International. Nov: 

Sterling Hollowware **Road 
Show.” Dec: 60 

DIAMONDS 

Diamond ‘Test Tube.’” Feb. 65 

Your Diamonds in Public, by 
Gladys B. Hannaford. Feb: 
89; Mar: 86; Apr: 72 

Orloff Diamond. Apr: 55 

What Engaged Couples Want 
to Know About Diamonds, 
by Dorothy Dignam. Apr: 

Cut Diamonds from Israel. 
May: 39 

Your Diamond Markup, by 
Gladys B. Hannaford. ay: 
66 

From “‘C” to “P” in Gem Ap- 
praisal, by Dr. Frederick H. 
Pough. May: 68 

Your Diamond Vocabulary, by 
Gladys Hannaford. June: 66 

‘‘Bargain’’ Diamonds Trap Yan- 
kees. June: 64 


Industrial Diamonds in Exhibit. 
June: 39 


Protecting a Diamond. June: 
() 

The Wife Who Says No, by 
Gladys B. Hannaford. July: 
6 

The Recognition That Goes 
with a Diamond, by Gladys 
B. Hannaford. Aug: 138 

10 Ways to Boost Your Dia- 
mond Sales, by Henry Harte- 
veldt, Jr. Aug: 148 

New Ideas in Diamond Dis- 
play at the Brussels World’s 
Fair. Sept: 8&6 

Your Own Technicality, by 
Gladys B. Hannaford. Sept: 
98 

He Fingerprints Diamonds. 
Oct: 

Overcoming Threshold Resist- 
ance. Oct: 116 

Diamonds International. Nov: 
Ko 
JS 

The Half-Price Sale, by Gladys 
BK. Hannaford. Nov: 92 


DeBeers Has Purchased 
Famous Williamson 
Mine. Nov: 116 


A Yardstick for Your Diamond 


the 
Diamond 


Sales, by Dr. George Switzer. 
Dec: 46 

Winston Gives Hope Diamond 
to the U. S. Dec: 8] 


DIAMOND JEWELRY 


Peron Jewelry Auction. Feb: 
65 

Your Diamonds in Public, by 
Gladys B. Hannaford. Feb: 
89; Mar: 86; Apr: 72 

Spring Blossoms: Tonic fo 

Jewelers’ Sales, by Virginia 


Dixon. Mar: 70 

Orloff Diamond. Apr: 55 

A Fifth C, by Jerry Gewirtz 
Apr: 118 

The Engagement Ring-—Satur- 
day Evening Post. Apr: 133 

Your Diamond Markup, by 
Gladys B. Hannaford. May: 
66 

‘We'll Make It 
Ma’am.”” June: 70 

The Wife Who Says No, by 
Gladys Babson Hannaford 
64 

Recognition That 
with a Diamond, by Gladys 
B. Hannaford. Aug: 138 

New Ideas in Diamond Display 
at the Brussels World’s Fair 


Sept: 8&6 

Your Own Technicality, by 
Gladys Babson Hannaford 
Sept: 98 

Di: amonds 

The Half-Price Sale, 
B. Hannaford. 

A Yardstick for 
Sales, by Dr. 
Dec: 46 


for You, 


Goes 


International. Nov: 
by Gladys 
Nov. 92 
Your Diamond 
George Switzer 


DISCOUNT HOUSES 


Letters. Jan: 76 

Jewelers Vs. Discounters i 
Swiss View (editorial). Mar 
LX0 


JANUARY 1959 


End “‘Un- 
Mar: 140 
House for 
Apr: 


Texas RJA Vows to 
fair’’ Wholesaling. 

FTC Hits Discount 
Deceptive Price Claims. 
173 

Discounts. May: 24 

The Argument Against 
tary Post Exchanges. 
108 


Sell "em What They Want, 
Hyman Cohen. Aug: 152 
The Public Tells the Jeweler: 


Mili- 
June: 


by 


How to Sell More Watches. 
Nov: 70 
DISPLAY 

No Dog in His Sputniks. Jan: 
64 

Cooking Up Displays: Jan: 74 

Spring Blossoms: Tonic for 
Jewelers’ Sales, by Virginia 
Dixon. Mar: 70 

Displaying Stainless Steel, by 
. J. Gallagher. Mar: 96 

Display Boosts — Price of 
Rings. Apr: 

Panel of Watch aes Display 
Apr: 117 

Revolving Case Displays China. 

r: 123 

Special Displays for Special 
Days in Spring, by Virginia 
Dixon. Apr: 134 

Clock Display. Apr: 165 


The Importance of Surprise, by 
Virginia Dixon. May: 62 
Jewelry Store Showcase. May: 
148 

Imperial Pearl’s New Show- 
rooms: Elegant and Eloquent. 
May: 111 

Making Windows ‘““‘Summer- 
Timely,” by Virginia Dixon. 
June: 90 

“International’’ Window Stops 
Tourists. June: 107 

Bargains in Beauty. July: 60 

You Can Sell Watches in Sum- 
mer. July: 68 

Proud Jeweler-Father Lets the 
World Know. July: 75 

A New Jewel in Jewelry Store 
Design. Aug: 110 

It’s Time to Summon Your 
Cherub Helper. Aug: 120 

Luggage on the March. Aug: 
136 


Retail Jewelers’ 
by Maurice Gold- 


Answers to 
Complaints, 


berger. Aug: 144 

10 Ways to Boost Your Diamond 
Sales, by Henry Harteveldt, 
Jr. Aug: 148 

Fill Your Fall Windows with 
Fashion, by Virginia Dixon 
Aug: 160 

$1, $2, $3 Islands Boost Gift 
Traffic. Aug: 175 

Jewelers and Office Supplier 
Cooperate. Aug: 200 

Windows That Say: Let’s Get 


Acquainted !, by Virginia 
Dixon. Sept: 71 
100 Watchbands t 


) Choose 


From. Sept: 76 
New Ideas in Diamond Display 
at the Brussels World’s Fair 


Sept: &6 
Styled for 
Sept: 94 


Informal Browsing 


Happy Holiday Helpers —Sell- 
ing Aids with the Christmas 
Spirit. Oct: 78 

27 Ideas for Bigger Christmas 
Business. Oct: 8&4 

Do Your Christmas Display 
Shopping Early!, by Virginia 
Dixon. Oct: 8&6 

Tempter for Teens. Oct: 140 

Alaskan Jewelers’ Life: FEski- 
mos, Tourists, Discounters 
Oct: 158 

Happy Holiday Helpers. Nov: 
os 

Four Windows that Sell China 
Glass. Dec: 50 

Stop ‘em with Off-Beat Win- 
dows lec: 64 


_K— 


EMPLOYEE RELATIONS 


How to Run a “Jewelry Em- 
pire, by William Wagner 
Sept: 60 

“Qualities We Look for in a 
Store Manager by Clarence 
Olson. Oct: 104 

ENGRAVING 

Engraving Stationery in Mer- 
mod-Jaccard-King. Apr: 100 

Engraving on Precious Metals 
(book review). June: 141 


EXTRA LINES 


Movie Kit Sideline Grows Up. 
Nov: 
Is There Money in Melmac” 
Dec: 42 
Make Greeting Cards Your 
Drawing Cards. Dec: 54 
2 
FAIR TRADE 
RJA’s Washington Committee 
Holds First Meeting. Feb: 
132 
Texas RJA Vows to End *“Un- 
fair’’ Wholesaling. Mar: 140 
International Takes Two Lines 
Off Fair Trade. Apr: 169 
What Credit Jewelers Will Do 
with Appliances. May: 46 
Illinois Jewelers Ask Fair 
Trade Repeal at Convention. 
May: 2 
House, Senate Will Consider 
Druggists’ Fair Trade Bill 
May: 116 
Sunbeam’s Recipe for an Ef- 
fective Fair Trade System 
June: 108 
Fair Trade Battle Rages, Back- 
ers Want Federal Law. June 
13 
NWJA Calls for More Sales- 
manship, Supports Fair 
Trade. July: 96 
GE Sets Minimum Prices on 
Blanket Line. July: 100 
Sell ‘em What They Want, by 
Hyman Cohen. Aug: 152 
Jewelers Ask Anti-Price-Cut- 
ting Laws, Justice Dept. De- 
fends. Aug: 207 
Backers Hope for Federal Fair 
Trade Law im 1959 Oct: 160 
FASHION 
Vive la Chemise, by Jerry 
Gewirtz. Feb: 78 
JIC Sets Up Review Board to 
Evaluate 1958 Programs 
Mar: 143 
What Engaged Couples Want 
to Know About Diamonds 
Apr: 56 
A Fifth C, by Jerry Gewirtz 
Apr: 118 
How the Romance of Rings 
and Stones as Profited 
Jewelers Apr: 124 
Summer Will Be Golden, by 
Jerry Gewirtz. ay: 54 
Jewels and the Woman (book 
review ) May: 140 
Tomorrow's Timepieces, by 
Jerry Gewirtz. June: 52 
“We'll Make It for You, 
Ma’am.”” June: 70 
How Watch tands Got That 
Way. by Jerry Gewirtz. July 
44 
Bargains in Beauty. July: 60 
Vive la Chemise Is Trend at 
United Jewelry Show. July: 
107 
Pre-view of Watch Bands fo 
Fall and Christmas. Aug: 106 
Fill Your Fall Windows with 
Fashion, by Virginia Dixon 
Aug 160 
Fashion Items, Jewelry to Have 
Good Fall Sales, FCI Told 
Aug: 209 
Time to Stock Up on Costume 
we by Jerry Gewirtz 
t: 52 
Nev w Watches in Fashion Spot- 
light, by Jerry Gewirtz. Oct 
Diamonds International. Nov 


\ , for Your Diamond 
Sales Dee 1h 

IVC Serates False Quality 
Marking. Jan 107 

RJA’s Washington Committee 
Holds First Meeting Feb 

FTC. Hits Discount House for 
Deceptive Price Claims. Apr 
173 

FTC Challenges Importer for 
Labeling Pin Levers ia 
Jewels.”” June: 112 

Pin Levers Marked ‘“17-Jewel” 
Draw Fire from FTC. Aug 
215 

FTC Aims Its Guns at Ficti- 
tious Retail Pricing. Oct 
152 

The Nine Federal Trade Com- 
mission Advertising Rules 
Nov: 11 


97 





Against 
Ag ree 


Complaint 
Settled by 
v 119 
FTC for 
Dece ptive 


stronge! 


Pricing 


a. ae 


A nver 


GCEMOLOGY 
Stones lar 
Telling the Public 
Stone Jan 60 
Diamond “Test Tube 
*"(,ems and (,em stones 
Dr. Frederick H. Pough 


I merals ‘ 


Chatham ul red 
bet 10% 

What (lan We kx pect In an 
Emerald?, by Dh Frederick 
H. Pough Mar 

$00} Review Nar 

{oming of 


metic ts,ems 
{ 


ysobery! 


hy 
by) Dy 


Frederick 
112 


American 
(;erber 
} rom - , : 


Perid The 
Heaven, by Dh 
Pough Aug 
American (gem 
AGS W ee! 
Sept 14s 
He Fingerprints 
Uet: SO 
Tourmaline 4 Stone of 
Hues hy Ty 
Pough. Oct: 98 
New Gems, Minerals Hal] 
at Smithsonian. Oct 1f4 
How to Use the Eme rald Filter, 
by I) k’rederick H Pough 


WoO st) 


Many 
Frederick H 


(Onens 


|; merald Calibre Ret irns to 
Market. by D Frederick H 
Pough Lex 14 

A Yardstick for Your 
Sales, by Dr. George 


Diamond 
Switzer 


De 16 


(.IFTS 

Money in That ““‘Wa 
Jan 9] 
China ;lass Giftwares. Jan 
1} 2h Mar 124: 

Y May 96: June 

Aug 196 

144; No 


ited space 


Sept 136 
OS; De ’ 
Valentine (,1ft TO} kKvervbody 
Dixon Feb RF 
phets and Profits This 
Keb: 180 
ling Anniversat (,ift 
’ 1) 
“Timid” Shopper 


iy Virginia 
Cf Pre 
Year 
W ede 
May 
I r 
It Nay 
One Hundred Per 
Display 


(ome 


Cent Visual 
June: Mf) 
Wedding Anniver 
igi June: 14 
You Protecting 
Gift Busine Kg 
The W ifs W ho 
(lady ‘ I} Hannaford 
64 
Does Free Gift 
Aug 192 


Wrapping 


— 


HOROLOGY 


(‘vlinder Staff Jan | 

Roskopf and Pin Leve 
rho 

Soldering Lugs. Jan: 12 

Jacot Pivot Lathe. Jan: 128 

Ultrasonic Cleaners. Feb 168 

Greenwich Time. Mar: 69 

Studying Watchmaking. Mar: 
168 

Atemic Clock in Satellite 
61 


Mar 


Cleaning Jeweled Shock Units 
Mar: 168 

Giant Watch-Movement Display 
Mar: 100 

Synthetic Oils. Mar: 168 

Siderial Time. Apr: 202 

Arlington Time Signals. 
205 

Oxidizing 


Brass. Apr: 202 


Servicing the Rolex Watch, by 


Henry B. Fried. 
Rounding Up Tool. Apr: 1388 
(‘itrasonic Cleaners. May: 138 
Cleaning Chronometers May 


May: 133 


>! 
Clock with Floating Balance, 
by Henry Fried. June: 136 
Prior-Clar*e Watch. June: 138 
24-~-Hour Watch June: 138 
kta Calibre 980. June: 
Pendulum Rod. June: 
French Clocks June: 
Parts for 400-day Clocks 
140 
Repairing 
June: 14] 
Principles of Direct Reading 
Watches, by Henry B. Fried. 
July: 123 
Sada Watch Repairs. 
Watch with Smooth 
July: 126 
Making H# 


12s 


J une 


Timing Machine 


July: 126 
Balance 
Main 


W hee! July 


German Chime Clock July: 
124 

What You Can 
the Watch 
44 

Methods of Fastening Staffs to 
the talance, by Henry B 
Fried Aug: 238; Sept: 180; 
Oct 182 

Tiffany Electric 
242 

Watch Inspection and Repair 
kistimetes Aug: 24? 

Where to Get Facts on Watch 
Cleaning and Repairing. Aug: 


from 


Aug: 


Expect 
Industry. 


Clock. Aug: 


(;randfather Clocks. Aug: 246 

Making Rollers Fit the Post 
Aug: 246 

Chiming Watch Aug: 244 

Repairing Squashed Rollers 
sept: 184 

Foreign Language Watch Dic- 
tionary. Sept: 184 

Repairing Chronographs 
184 


Sept: 


Tightening Hands. Sept: 184 
The Biggest Day in All Time. 
71 
Make a Window Dis- 
Kscapement Model. Oct: 
Adjusting Japy Fréres Clocks 
Oct 186 
Making Screws. Oct: 186 
Natural Error mn Watches 
Oct 187 
The Man Who 
Straight, by 
Nov : 66 
A New Design for 
ing Watches, by 
ried Nov: 142 
Maltese Cross and Finger Limit 
Mainspring Winding Nov: 
146 
Getting Genuine 
Nov: 146 
Vernier Gauges. Nov: 146 
Difference Ret ween Roskopf 
and Pin Lever Watches. Nov: 
146 
Making Staffs from Annealed 
Stock Nov: 148 
Cleaning 


Set the Clocks 
Caeton Fonzi 
Self-Wind- 
Henry B 


Watch Parts 


Changing Solutions 
149 
Service the Superslen- 
Self-Winding Watch, by 
Henry Fried. Dee: 100 
Simple Soldering Jobs. Dec: 
104 
Japy Freres Clocks Dec : 104 
Sand for Hour Glasses Dec: 
104 
Marine Clocks. Dee: 104 
Review of the Foreign 
Press Dec: 104 
Editorial Dec 114 


Trade 


- a 


STALLMENT SELLING 


William Installment- 
Credit Consultant. Mar: 8&8 
More __ Installment Selling a 
1958 Must, by William Wag- 
Apr: 76 
Logical Transition, by 
Irving Firstenberg. July: 66 
How to Run a “Jewelry Em- 
pire,”” by William Wagner. 
Sept: 60 


Wagner, 


Apr: 


“Qualities We Look for in a 
Store Manager,” by Clarence 
Olson. Oct: 104 


= 


JIC Sets Up Review Board to 
Evaluate 1958 Programs 

Mar: 143 

JIC’s ‘Wedding Anniversary 
List.” June: 14 

Are You Protecting Your Own 
Gift Business? July: 62 

It’s Time to Summon Your 
Cherub Helper. Aug: 120 

Fashion Items, Jewelry to 
Have Good Fall Sales, FCI 
Told. Aug: 209 


- 


KARAT-GOLD JEWELRY 
How Designers Think in 18K 
Gold. Jan: 64 
VC Berates False 
Marking. Jan: 107 
Gold Formulas. Jan: 128 
Peron Jewelry Auction. 
65 
Vive la Chemise, by 
Gewirtz. Feb: 78 
Spring Blossoms: Tonie for 
Jewelers’ Sales, by Virginia 
Dixon. Mar: 70 
Piercing Without Pain to Pro- 
tect Earrings. Apr: 7 
Summer Will Be Golden, by 
Jerry Gewirtz. May: 54 
Jewels and the Woman 
review). May: 140 
Pierced Ears. June: 14 
How “Gold Filled” Is 


Sept : 66 


Quality 


Feb - 


Jerry 


( he 0k 


Made 


_— 


LECTURE MATERIAL 

Telling the Public 
Stones. Jan: 60 

Peridot : The Stone from 
Heaven, by Dr. Frederick H. 
Pough Aug: 140 

How “Gold Filled’ Is Made. 
Sept: 56 

The Biggest Day in All Time, 
by Gaeton Fonzi. Oct: 7 

Tourmaline: A Stone of Many 
Hues, by Dr. F. H. Pough 
Oct: 98 

The Man Who Set the Clocks 
Straight. Nov: 66 


About Gem 


LUGGAGE, LEATHER 
Luggage on the March 
136 


Aug: 


— = 


MANUFACTURERS 

Two New York Ring Manufac- 
turers Merge. Jan: 104 

Jewish Welfare Group Honors 
Leaders. Jan: 108 

Rhode Island Manufacturers 
Want One Shipper. Jan: 108 

Englehard Industries Merge, 
Join Precious Metal Firms 
Feb: 142 

Waltham Gives Chicago Fi 
Use of Its Name. Feb: 142 

Parker Buys Eversharp’s Writ- 
ing Instruments Branch. Feb: 
142 

Sterling Publicity Builds Up 
for Spring Push. Mar: 139 

Arde Bulova Dies at 69. Apr: 
172 

Our Markup’s Showing. May: 
9 


Manufacturing Jewelers Go 
Parisian for Annual Banquet. 
May: 110 

Handy & Harman’s Newest 
Plant: More Silver for Sput- 
niks. May: 114 

Bulova Watch Reorganizes, 
Omar Bradley Named Chair- 
man. May: 5 

Laundromat 
June: 839 

Industrial Diamonds in  Ex- 
hibit. June: 39 

Recovering Gold. June: 139 

Sunbeam’s Recipe for an Ef- 
fective Fair Trade System. 
June: 108 

Sterling Silversmiths Plan 
Heavy Radio Advertising. 
July: 965 


“Pans” Gold. 


Sunbeam Enters the Electric 
Clock Field. July: 95 
Sunbeam Drops Some Distribu- 
tors in New Policy Move. 
July: 99 
GE Sets Minimum Prices on 
Blanket Line. July: 100 
International Silver’s New 
Home: i Beauty, Unity 
July: 104 
Buffalo Jewelry Case, Wm 
Korn Merge. July: 105 
What You Can Expeet From 
Watch Industry. Aug: 94 
You Can Expect From 
Silverware Industry. 
Aug: 98 
Bulova Is Developing an Elec- 
tronic Watch. Aug: 204 
New Sunbeam Clock Line 
Nears National Distribution 
Aug: 207 
You Can 
the Clock 
- 
Wallace Silversmiths Purchases 
Tuttle Silver Co. Sept: 148 
RJA Convention and Trade 
in New York. Sept: 


From 
Sept: 


Expect 
Industry. 


Five-Day Convention, 
in Chicago. Sept: 136 

Hamilton Expands Markets, 
Plans Swiss Production. Sept: 
158 

Sulova Watchmaking School 
Opens New Dormitory. Sept: 
162 

The Public Tells the Jeweler: 
How to Sell More Watches 
Nov: 70 

Imperial Pearl Officers 
Firm Interests. Nov: 119 

Rent Store Fixtures—with Op- 
tion to Buy, Manufacture: 
Offers. Nov: 124 

Sterling Hollowware 
Show.”” Dee. 60 


Buy 


‘Road 


MERCHANDISING 


Put Your Telephone to Work, 
by Samuel Rivkin. Mar: 8&0 
Your Diamonds in Public, by 
Gladys Hannaford. Mar: 8&6 
Where Trophies are Big Busi- 
ness. Mar: 118 
Promotion Ideas for 
April. Mar: 120 
Jewelers vs. Discounters - H 
Swiss View (editorial). Mar: 

L180 

Graduation Time a Gold Mine 
Apr: 8&0 

Direct Selling. May: 24 

How We Sell Quality 
June: 42 

Your Diamond Vocabulary, by 
Gladys Hannaford. June: 56 

“Take Several Patterns Home 
and Try Them Out.” June: 68 
fargains in Beauty. July: 60 

The Wife Who Says No, by 
Gladys B. Hannaford. July: 
4 

You Can Sell Watches in Sum- 
mer. July: 68 

Christmas Business 
July: 136 

What You Can Expect From 
the Watch Industry. Aug: 94 

What You Can Expect From 
the Silverware Industry. Aug: 
98 

It’s Time to Summon Your 
Cherub Helper. Aug: 120 

10 Ways to Boost Your Dia- 
mond Sales, by Henry Harte- 
veldt. Aug: 148 

Fill your Fall Windows 
Fashion, by Virginia 
Aug: 160 

What Women Want from a 
Jewelry Store. Aug: 164 

$1, $2, $3 Islands Boost 
Traffic. Aug: 175 

Does Free Gift Wrapping Pay? 
Aug: 192 

How to Teach Teens 
Sterling. Sept: 62 

400 Watchbands to 
From. Sept: 76 

New Ideas in Diamond Display 
at the Brussels World’s Fair. 
Sept: 86 

Your Own 
Gladys B. 
98 

Happy Holiday Helpers—Sell- 
ing Aids with the Christmas 
Spirit. Oct: 78 

27 Ideas for Bigger Christmas 
Business. Oct: &4 

Do Your Christmas Display 
Shopping Early!, by Virginia 
Dixon. Oct: 86 


March @& 


China 


Pre spects. 


with 
Dixon. 


Gift 


About 


Choose 


Technicality, by 
Hannaford. Sept: 
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Overcoming Threshold 
tance, by Gladys B. 
ford. Oct: 116 

Tempter for Teens. Oct: 140 

Happy Holiday Helpers. Nov: 


DS 


Resis- 
Hanna- 


Brand Name Awards Pay 
Nov: 62 

The Public Tells the Jeweler: 
How to Sell More Watches. 
Nov: 70 

Distinctly Different Christmas 
Windows Made by You, by 
Virginia Dixon. Nov: 74 

Movie Kit Sideline Grows Up. 
Nov: 90 

The Half-Price Sale, by Gladys 
B. Hannaford. Nov: 92 

Fine China Belongs in Jewelry 
Stores, by James F. Wilsen. 


Of?. 


Money in Melmac? 
Dec: 42 
A Yardstick for Your Diamond 
Sales. Dec: 46 
Time-Tested Selling Tips for 
Christmas Week. Dec: 58 
Self-Service Silver. Dec: 62 
JVC asks FTC for Stronger 
on Deceptive Pricing. 
R29 


MODERNIZATION 

Money in That “Wasted Space.”’ 
Jan: 91 

Imperial Pearl’s New Show- 
rooms: Elegant and Eloquent 
May: 111 

New Front on an Old 
Apr: 132 

Hausmann’s Remodeled Ap 
132 


Store 


Eves Front!— For Tableware 
(*‘Hostess Room’’). Apr: 146 

One Hundred Per Cent Visual 
Display. June: &6 

A New Jewel in Jewelry Store 
Design. Aug: 110 

He Dramatizes Service. 
126 

Stvled for 
sept: 94 

Tempter for Teens. Oct: 140 

Make the Most of Remodelling 
Oct. 110 

Rent Store Fixtures- 
tion to 
Offers. 


Aug: 


Informal Browsing. 


with Op- 
Buy, Manufacturer 
? 


Nov: 124 


GENERAL 

Shopping Centers. Mar: 62 

Display Boosts Sale Price of 
Rings. Apr: 11] 

A New Jewel in Jewelry Store 
Design. Aug: 110 

He Dramatizes Service. 
126 

How to Run a ‘Jewelry 
pire,” by William 
Sept: 60 

Styled for 
Sept: 94 

Make the Most of Remodelling 
Oct. 110 


Aug: 


Em- 
Wagner 


Informal Browsing. 


—_— = 


PEARLS 

Imperial Pearl Elects Esther 
(;oldstone President. Feb: 136 

Artificial Pearls. May: 39 

Imperial Pearl’s New Show- 
rooms: Elegant and Eloquent. 
May: 111 

Design Technique, by 
Harriton. June: 66 

Imperial Pearl Officers 
Firm Interests. Nov: 11! 


Jack 


Buy 
) 


PENS & PENCILS 
Parker Buys Eversharp’'s Writ- 
ing Instruments Branch. 
Feb: 142 


PLATINUM 
Envlehard Industries 
Join Precious Metal 
Feb: 141 
Platinum in Russia. June: 


Merge, 
Firms. 


Q 


me 


PROMOTIONS 

No Dog in His Sputniks. Jan: 
64 

Sterling Silversmiths 
‘Sterling Is for Now.” 
139 

Where Trophies 
ness. Mar: 118 

Promotion Ideas for March & 
April. Mar: 120 

Sterling Publicity Builds Up 
for Spring Push. Mar: 139 


Begin 
Feb: 


Are Big Busi- 
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E. W. Reynolds Creates New 
National Promotion Policy. 
Mar: 142 

JIC Sets Up 
Evaluate 
Mar: 143 

Jeweler Finalists 
Brand Names 
Mar: 145 

Helps in Selling Silver offered 
by ‘Sterling Week’ Apr: 90 

Engraving Stationery at Mer- 
mod-Jaccard-King. Apr: 100 

The Engagement Ring—Satur- 
day Evening Post. Apr: 133 

Special Displays for Special 
Days in Spring, by Virginia 
Dixon. Apr: 134 

$100,000 Pearl-Studded 
Apr: 149 

NBC Will Salute “Sterling Sil- 
ver Week.”’ Apr: 166 

Wedding Anniversary 
May: 40 

The Importance of Surprise, by 
Virginia Dixon. May: 62 

Even “Timid” Shoppers Come 

In. May: 72 

We'll Lend You 
Need. May: 74 

13 Promotion Ideas for May & 
June. May: 80 

Sterling Makers 
Giving Time 
June: 111 

RJA Completes 
York, Chicago 
113 

Col. Rosenstih!] Is 
tive Retail 
June: 114 

Bargains in Beauty. July: 60 

You Can Sell Watches in Sum- 
mer. July: 68 

Christmas Business 
July: 136 

Sterling Silversmiths 
Heavy Radio 
e u! - 95 

Watch Parade Time Is Set fo: 
Oct. 6-18. July: 95 

"em with Tea. Aug: 118 
to Summon Your 
Helper. Aug 120 
Dramatizes Service. Aug 
126 

Answer to Retail lewelers’ 
Complaints, by Maurice Gold- 
berger. Aug: 144 

10 Ways to Joost Your 
mond Sales, by Henry 
veldt, Jr. Aug: 148 

Sell "em What They Want. by 

Hyman Cohen. Aug: 15? 
$2 $3 slands Soost 

Aug: 175 

and St 
Aug: 

Teach 


Review Board to 
1958 Programs. 


Chosen in 
Competition. 


Gown. 


Gifts. 


What you 


Launch Gift- 
Campaign 


Plans for New 


Shows. June: 


Longest Ac- 
Jeweler in U. S 


. 


Prospects 


Plan 
Advertising. 


Dia- 
Harte- 


-h, wa. 2 (rift 
Traffic. 
Of Cupid 
Salesmen. 
How to 
Sterling. Sept: 
Windows That 
Acquainted !, 
Dixon. Sept: 
100 Watchband 
From. Sept: 76 
New Ideas in Diamond Display 
at the Brussels World's Fair 
Sept: 86 
Ingredients for 
90) 


Nick Star 


Let’s Get 
Virginia 
71 


to Choose 


Success. Sept : 
Ne ts 


American (Gem Society 
; 6-11 


AGS Week for Oct 
Sept: 148 

Watchmakers of Switzerland 
Are Backing Watch Parade 
Time. Sept: 148 

RJA Starts Whirlwind 
for 10,000 New 
Sept - 150 

RJA Convention and Trade 
Show in New York. Sept: 150 

RJA’S Five-Day Convention. 
Show in Chicago. Sept: 156 

The Biggest Day in All Time 
Oct - 71 

Happy Holiday Helpers—Sell- 
ing Aids with the Christmas 
Spirit. Oct. 78 

27 Ideas for Bigger Christmas 
Business. Oct: 84 

Do Your Christmas Display 
Shopping Early!, by Virginia 
Dixon. Oct: 8&6 

Make the Most of Remodelling 
Oct: 110 

Overcoming 
tance, by 
ford. Oct: 

Tempter for Teens. Oct: 140 

Happy Holiday Helpers. Nov: 


Drive 


Members 


Threshold Resis- 
Gladys B. Hanna- 
16 


»D 

Brand Name Awards Pay Off. 
Nov: 62 

The Man Who Set 
Straight. Nov: 

How to Use an Emerald Filter, 
by Dr. Frederick H. Pough. 
Nov: 80 


the Clocks 


1959 


Movie Kit 
Nov: 90 

The Half-Price Sale, by Gladys 
B. Hannaford. Nov: 92 

Self-Service Silver. Dec: 62 

Stop ’em with Off-Beat Win- 
dows. Dec: 64 

JVC Asks FTC for 
Rule on Deceptive 
Dec: 82 


Sideline Grows Up 


Stronge 
Pricing 


PUBLICITY-PUB. RELATIONS 
Your Diamonds in Public. bys 
Gladys B. Hannaford. Feb: 
S89; Apr: 72 
Sterling Silversmiths 
“Sterling Is for Now.”’ 
136 
Put Your Telephone to 
by Samuel Rivkin. Mar: 8&0 
Sterling Publicity Builds Up 
for Spring Push. Mar: 139 
A Little Show Can Make You 
Grow. Apr: 8&2 
Will Salute ‘‘Sterling Sil- 
ver Week.” Apr: 166 
We'll Lend You What 
May: 74 
Store Showcase 


fegin 


Feb: 
Wor k, 


You 
May: 


Jewelry 

“Take Several Patterns Home 
and Try Them Out.” June: 68 

Participation in Community Ae 
tivities. June: 15 

Building Tableware 
June: 62 

Sterling Makers Launch 
Giving Time Campaign 
11] 

. Rosenstihl Is Longest Ac- 

Retail Jeweler in U. S 

114 

Protecting Your 

susiness? July: 52 
Silversmiths Plan 
Radio Advertising 


Trad 


Gift- 
June 


You 
Gift 
Sterling 


Own 


Parade Time Is Set for 
6-18. July: 95 
‘em with Tea. Aug: 118 
‘j to Summon You 
Cherub Helper. Aug: 120 
Office Supplie: 
Cooperate. Aug: 200 
How to Run a ‘Jewelry 
by William 


Jeweler and 


Em- 
Wagner 


Teach Ts ens About 

Sept 62 

in Diamond Dis- 

Brussels World’: 

Biggest in all Time 

Brand Name 
Nov: 6? 

Sterling Hollowware 

Show Dec: 60 

Editorial. Dee: 114 


Awards Pay Off. 


‘Road 
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REPAIRS 

Recipe for Selling Watchbands 
Jan: 70 

Principles of 
Watches, by 
July: 123 

Sada Watch Repairs. July: 126 

Watch with Smooth 
July: 126 

Making a 
128 

German Chime Clock. July: 129 

Watch Parade Time Is Set for 
Oct. 6-18. July: 95 

He Dramatizes 
126 

Methods of Fastening 
the Balance, by 
Fried. Aug: 238 

Tiffany Electric 
949 


Direct 


Reading 
Henry 


BR. } ried 


sa la nce 


Main Wheel. July: 


Service. Aug: 
Staffs to 
Henry RB 
Clock A i” 
Solutions for 
blaster. Aug: 242 
Watch Inspection and 
Estimates. Aug: 24? 
Where to Get Facts on Watch 
Cleaning and Repairing. Aug: 
24 


Cleaning Son- 


Repair 


Grandfather Clocks. Aug: 246 
Making Rollers Fit the Post 
Aug: 246 

Watchmakers of Switzerland 
Are Backing Watch Parade 
Time. Sept: 148 

Methods of Fastening Staffs to 
the Balance, by Henry B 
Fried. Oct: 182 

How to Make a Window Display 
Escapement Model. Oct: 186 

Adjusting Japy Fréres Clocks 
Oct: 186 


Making Screws. Oct: 186 


Natural Error in Watches. Oct: 
187 

Maltese and 
Limit Mainspring 
Nov: 146 

Getting Genuine Watch Parts 
Nov: 146 

Making Staffs from 
stoe Nov: 148 
Cleaning 


Finger 
Winding. 


Cross 


Annealed 

Changing Solutions. 
Nov. 149 

How to Service the Superslen- 
der Self-Winding Watch, by 
Henry Fried. Dec: 100 

Simple Soldering Jobs. Dec: 104 

Sand for Hour Dec: 
104 


Glasses 


RINGS 


Two New York Ring Manufac- 
turers Merge. Jan: 104 

What Engaged Couples Want to 
Know about Diamonds, by 
Dorothy Dignam. Apr: 56 

Display Boosts Sale Price of 
Rings. Apr: l1t1 

A Fifth C. by Jerry 
Apr: 118 

How the Romance of Rings and 
Stones Has Profited Jewel- 
ers. Apr: 124 

The Birthstone 

Signet Rings 

The Engagement 
day Evening Post. 

Cleaning Solutions for 
blaster. Aug: 242 


Gewirtz 


Apr: 125 
Apr: 128 
Ring—Satur- 
Apr: 133 
Son- 


= 


SALES TRAINING 

A Little Dash of 
‘ 1O0 

RJA Offer Jewelry 
Retailing Course. Jan: 109 
Jewels and the Woman 

review } May 140 
Your Diamond Vocabulary, by 
Gladvs B. Hannaford. June 


Post 


Emily 


' hor vk 


yf 

The W ife W ho Savs No, by 
Gladvs B. Hannaford. July: 
64 

Luggage on the 


March. Aug: 


1 6 


i 
You 
*] 


Technicality, by 
Hannaford. Sept: 


Own 
advys B 


of Remodelling 


ie China Belongs in Jewelry 

Stores, by James F. Wilson 
Dex : 1) 

Time-Tested 


Christma 


Tips fo 


Selling 
W eek Dec Bs 


SHAVERS 
The Han 


(hit 


VER 
Sterling. Jan 
Begin 


Now Feb 


Ster! Silversmiths 
“Sterling Is for N 
139 
International Silver 
let Spe ialtvy Co 
Spring Blossoms: 
Jewelers’ Sales, 
Dixon. Mar: 70 
Sterling Publicity 
for Spring Push 
A dvertising Sterling 
from Beans te Breakfast 
pr: 66 
Helps in Selling Silver Offered 
by ‘Sterling Week.” Apr: 90 
Eyes Front! for Tablewar: 
(“Hostess Room’’) Apr. 146 
NBC Will “Sterling Sil- 
ver Week.” Apr : 166 
Handy & Harman's 
Plant: More Silver 
niks. May: 114 
“Tak Se Patterns 
Them Out.” 


Virginia 
Builds [ ) 
Mar: 139 


Silver 


Salute 


Home 


June 


AKe veral 
and Try 
i, 

Gift 


Makers Launch 


Giving Campalig: 


Sterling 


June 
What's hi in Inventory, bys 
William July 46; 
Aug 114 
Sterling Silversmiths Plan 
Heavy Radio Advertising. 
July 95 
International! Silver's New 
Beauty, Unity 


Scheibel 


From 
Aug 


Can Expect 
» Silverware Industry 


99 





How to Teach . A bout Cleaning Jeweled Shock Units. Maltese Cross and Finger Prior-Clarke Watch. June: 138 
Sterling Mar: 168 Limit Mainspring Winding. 24-Hour Watch. June: 138 
Four that Sell China What Can We Expect in an Nov: 146 Eta Calibre 980. June: 138 
Emerald?, by Dr. Frederick Getting Genuine Watch Parts. FTC Challenges Importers for 
H. Pough. Mar: 8&3 Nov: 146 Labeling Pin Levers “17 
Synthetic Oils. Mar: 168 Vernier Gauges. Nov: 146 Jewels.”” June: 112 
Giant Watch- Movement  Dis- Difference Between Roskopf You Can Sell Watches in Sum- 
play. Mar: 100 and Pin Lever Watches. Nov: mer. July: 68 
Making Mystery Clocks. Mar: 6 Principles of Direct Reading 
168 Making Staffs from Annealed Watches, by Henry Fried. 
Commission Recom- The Sheffield One-Jewel, Self- Stock. Nov: 148 July: 123 
Higher Stainless Wu- Winding Watch, by Henry Changing Cleaning Solutions. Sada Watch Repairs. July: 126 
Feb: 158 Fried. Mar: 164 Nov: 149 Watch with Smooth Balance. 
vlaving Stainless Steel DY Setting a Moon Disc. Mar: 170 Emerald Calibre Returns to July: 126 
Mar: | Book Review. Mar: 173 Market, by Dr. Frederick H. What You Can Expect from 
an Impose Own Stainl Closing Worn Holes. Apr: 202 Pough. Dec: 44 the Watch Industry. Aug: 94 
ota, No. U. 8S. Duty “Grain.”” Apr: 131 How to Service the Super- Methods of Fastening Staffs to 
171 Oxidizing Brass. Apr: 202 slender Self-Winding Watch, the Balance, by Henry Fried. 
Chemical Solutions for Ultra- by Henry Fried. Dec: 100 Aug: 238; Sept: 180; Oct: 
; — sonic Cleaning, by Henry Simple Soldering Jobs. Dec: 182 
STATONES? Fried. Apr: 196 104 Watch Inspection and Repair 
kngraving Stationery 4 Fitting Gaskets. Apr: 204 Review of the Foreign Trade Estimates. Aug: 24? 
mod-Jaccard-King ay The Longines Backwind Watch, Press. Dec: 104 Where to Get Facts on Watch 
Make Greeting —— om by Henry Fried. Apr: 198 Cleaning and Repairing. Aug: 
Drawing Cards ‘ Siderial Time. Apr: 202 TROPHIES 244 
Mainspring Breakage. Apr: 205 Where Tron} : Grandfather Clocks. Aug: 246 
lington Time Signals. Apr: — rophies Are Big Busi- Making Rollers Fit the Post. 
: ness. Mar: 118 


J. Gallagher 


. *) > 
- segues “pr ; Proud Jeweler-Father Lets the Bros Bs = . - 9 
TAXES ; to “I a Gem Ap- World Know. July: 75 Chiming Watch. nee: -— 
—— eee ee by Dr. Frederick H. _— a a Bulova Is Developing 
Jan: 104 : May: 63 : tronic Watch. Aug: 2' 
~ fe a ee Rounding U p Tool. May : 138 — Swiss W atchmakers Will 
Saw Masion Wax: Melted. Ain Photographing Antique Clocks. nance More Watch Research. 
'O May: 140 ‘ATCH BANDS Aug: 204 Marked “17-Jewel” 
: , a Handpainting on Antique aes , ‘line oo Pin-Levers Marked “‘li-Jewe 
re sas wallas onge hag Clocks. May: 140 yo ae — Watch Draw Fire from FTC. Aug: 
Servicing the Rolex Watch, by “ee Watch Bar is Got Th: 215 
ee Henry B. Fried. May: 133 — ht .? Psi ae . ven Repairing ' Squashed Rollers. 
ge laa ec le Ultrasonic ( leaners. May: 138 —" , eee sept: 154 Watch Dic 
Premiums ” — Chronometers. Ma) Pre- View of Watch Bands for gg gags mga we ve 
8 cig Mavi From —" to “€6«6& Gem Ab- tm nae Snenaaee. Aug : Repairing Chronographs. Sept: 
kind Jewele praisal, by Dr. Frederick H 100 Watch sand t Ct As ’ : 
Pough. June: 58 ik i a “~ s oO 1OOse Tightening Hands. Sept * 184 
Clock with Floating Balance, Ive Will ept: —_——o . Watchmakers of Switzerland 
by Henry Fried. June: 136 ae ul Review Trade Prac- Are Backing Watch Parade 
Gems from Atomic Blasts en of Rte ttachments Time. Sept: 148 
ax Payment lise 2? June: 39 ws. Gaps? 28 Hamilton Expands Markets, 
Ok Oscillator or Quartz Clock, Plans Swiss Production. Sept: 
Cent in 1957. June cen WATCHES is 
Not Exempt in Gell- June: 41 . 7" Los ‘ 
S . IRS Y Prior-Clarke Watch. June: 138 Letters. Jan: 76 Pin Lever Imports Jump_ 200 
24-Hour Watch. June: ‘ Soldering Lugs. Jan: 1? Per Cent in 3 Y ears. pept 
: ee ‘ane — Eta Calibre 980. June: 1: Cleaning Solutions. J: a 28 160 . ; ; 
Congre . — Hela pane Pendulum Rod. June: 13% Principles of -engonge 7. New Watches in Fashion Spot- 
iness. July: 98 _ evap ee cig ok oor ‘’ ics. Jan: 124 . light, by Jerry Gewirtz. Oct: 
Suspends wear oe farts for 400-Day Clocks. June ‘view of the Foreig Trade i4 
if y sere on f Ki ; 140 : Jan: 130 _ Making Screws. Oct: 186 , 
ix Meat aoe One Protecting a Diamond. June Cylinds r Staffs. Jan: 128 ——* Error in Watches. Oct 
ik: Oat a head af } <Oskopf and Pin Levers. Jan: of : 
vs aa _— “el I head ol Repairing Timing Machine 130 mavens. Sem UHAA Has Busy Convention, 
eth pple Fa Find ‘ June: 14] Ultrasonic Cleaners. Feb: 16 Talks Merger with HIA. Oct 
Engraving on Precious Metals 7] li 
(book review). June: 141 Preparing for Watch Inspec- The 
Now, “Cultured” Rubies?, by tion Time. Feb: 102 How to 
Dr. Frederick H. Pough. Perfec -o1lse al: e eh - Nov: 70 
July: 56 : z tly Poised Balance. Feb 4 New Design for Self-Wind- 
Methods of Fastening Staffs to ‘ate Repair ‘book review) ing Watches, by Henry Fried 
TARIFFS the Balance, by Henry Fried . 63 Nov: 142 a eT 
Aug: 238; Sept: 180; Oct: Automatic Watch with Indirect Maltese Cross and Finger oman 
182 Minute Hand Drive. Feb: 164 Mainspring Winding. Nov: 
Tiffany Electric Clock. July: Books on Electric Repairs. Feb 146 
242 68 Difference Between Roskopf and 


Lever Watches. Nov: 


rg 
_— oe 


10% 
Disapp! 
aurryiny 


li} 
l 
Hy 
} 


: ‘ 
“public Tells the Jeweler 


Tough Going. Oct: 153 
Sell More Watches 


mortem on Nov | Demo- 
ratic Victory Good and Bad 
‘4 


Retaile: De 


Tariff Commission Recon 
mend Higher NOLAMMNIECSS Du 
tie Feb 128 

ODM Rule Watch Imports “Dee é 
Pose No Security Threat Cleaning Solutions for Son- The Roskell Watch. Feb: Pin 
Apr 170 aster. Aug: 242 Timepiece Accuracy Feb. ‘ 146 

Inspection and Repair Sharp Bevel on Glass. . Making Staffs from Annealed 

Quota, No U. S. Duty Hike Estimates. Aug: 242 172 Stock. Nov : 145 ; 

Apr: 171 Where to Get Facts on Watch Elgin National Lowers 19- Changing Cleaning Solutions 

Cleaning and Repairing. Aug: Jewel Watch Prices. Feb: Nov: 149 , F 
2 139 European Nations W ork To- 
PECHNICAL Grandfather Clocks. Aug: 246 Waltham Gives Chicago Firm ward Watchmaking Agree- 
Principle of Cleaning by 1 Making Rollers Fit the Post Use of Its Name. Feb: 149? ment. Nov: 116 . , 
trasonics. Jan: 124 Aug: 246 Studying Watchmaking. Mar HIA-UHA A Merger Talks Bog 
Soldering Lugs. Jan 12s Musical Mechanisms for Novel- 168 Down In Dissent. Nov 3 118 
Jacot Pivot Lath fan: 12s ty Jewelry. Aug: 247 Greenwich Time. Mar: 59 How to service the a 
(leaning Solution Jan: 128 Chiming Watch. Aug: 244 Cleaning Jeweled Shock Units. way ~s gt ~~ bony " 
Review of Foreign Trade Press How ‘‘Gold_ Filled’’ Is Made ar: 168 by Henry Fried. ec: Sets 
Jan: 130 Sent. ce = Giant Watch-Movement Dis- Who's Who on _ the = 

Book Review. Jan: 133 shee play. Mar: 100 Watch Market. Dec. 80 | 

(ylinder Staff Jan: 12» Re PaIT Ene Squashed Rollers Synthetic Oils Mar: 168 HSNY Honors Henry Fried 

Roskopf and Pin Levers Sept: 164 The Sheffield One-Jewel Self- Dec: 83 
130) Foreign rae porn Dic- Winding Watch, by Henry 

Cleaning Ultrasonic: tionary. Sept: ® Fried. Mar: 16 ne 
168-7] Repairing Chronographs. Sept: Jewelers vs. aii . a Ww HOLESALERS | : _— 

Perfectly Poised Balance Keb 184 Swiss View. Mar: 180 Texas RJ A Vows to End { n- 
65 Tightening Hands. Sept: 184 Panel of Watch Parts Display _ fair” W holesaling. Mar: 140 

Watch Repair ‘book review) He Fingerprints Diamonds Apr: 117 K.. W Reynolds (¢ rentes ) New 
Feb: 163 Oct: 90 Chemical Solutions for Ultra- National Promotion Policy. 

Automatic Watch with Indirect Tourmaline: A Stone of Many sonic Cleaning, by Henry _Mar: 142 ‘lot a | 
Minute Hand Drive. Feb: 164 Hues. by Dr. Frederick H Fried. Apr: 196 Can Retailers Claim Excise Tax 

Complicated Automata Feb Pough. Oct: 98 The Longines Backwind Watch. 

}: a p latir } Fel How to Make a Window Dis- Bag ale | — A 2g at 
168 —— ry Escapement Model. Oct: Makaanitens , A acl - Ap First Quarter 1958 Jewelry 

Steel Engraving. Feb: 168 Pam ; : 205 Sales by Wholesalers. June: 

Books on Electric Repair Adjusting : Japy Freres Clocks. ODM Rules Watch Imports 108 : 

Feb ; 16% Oct > 186 Po é No Security Threat NWJ A Calls for More Sale S- 

Regilding French Clock Case Making Screws. Oct: 186 Apr: 170 manship, Supports Fair Trade 
Feb: 170 Natural Error in Watches. Oct Arde Bulova Dies at 69. Apr: Aug: 96 

Making a Grandfather Clock 7 172 Retailers Not Exempt in Gell- 

‘ man-type Sales, IRS Rules 


ep Li0 
July: 98 


pan Impose (own Stainle 


Exemption on Items Sold fo 
Use as Awards or Premiums?” 
Gellman Case. May: 107 


“The History of the Music s0% Servicing the Role x Watch, by 
The Roskell Watch. Feb and Musical Mechanism’’ Henry Fried. May: 133 


‘ 
os 


Timepiece A cc uracy ( book review). Oct: 1% Rounding-Up Tool. May . 138 
Sharp Bevel on Glass. } : How to Use the Emerald Fil- Ultrasonic Cleaners. May: 138 : . RE —e nang" 
Greenwich Time. Mar: & ter, by Dr. Frederick H Bulova Watch Reorganizes, AWARDS, PREMIUMS, ETC. 
Studying Watchmaking. M: Pough. Nov: 80 Omar Bradley Named Chair- Can Retailers Claim Excise Tax 
168 A New Design for Self-Wind- man. May: 138 Exemption on Items Sold for 
Atomic Clock in Satellite, Mar: ing Watches, by Henry Fried. Tomorrow's Timepieces, by Use as Awards or Premiums” 
61 Nov: 142 Jerry Gewirtz. June: 5? Gellman Case. May: 107 
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NOTE TO 


ADVERTISERS : 
































The quantity and the variety of editorial subjects offered 
by JC-K is unmatched by any other jewelry trade pub- 
lication. Only in JC-K can the retailer read such a 
needed medley of merchandising data .. . each article 
attuned to the retailers’ prime interest, making money 
selling your merchandise! 4 This avid readership of the 
editorial matter carries over to the advertising too! Your 
advertisements are read as closely as the comprehensive 
trade reportage. It’s a fact that more retail jewelers read 
more trade advertising in Jewelers’ Circular-Keystone 
than in any other publication in the field! 4 Plan a 
concentrated campaign in JC-K. You owe it to your 
advertising dollar to buy the coverage and penetration 
that matches your market potential. Your advertising 
dollar in JC-K is an investment towards building and 


maintaining your distribution. 
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*% The next page is a reminder to you about the classified 
section of JC-K. It’s the biggest and most active in the 


industry. As a judge of trade media, wouldn’t you say 


that’s a good indication of the selling impact of JC-K? 


@ Next time you’re looking for a full-time salesman or 
a sidelines salesman, put your want-ad in JC-K. It’s 


easy, inexpensive and gets fast results! 


NOTE: Keep this index handy. If you wish extra copies 
or tear sheets of any articles, contact your JC-K district 


office. Both items are available at no cost. 





Want Fast Action 
BUCKAROOS ? 


"Wanna relocate--get rid of 
something--hire somebody?" "Got 
a special service you want to 
sell like watch repairing, 
jewelry repairing, engraving, 

or perhaps auctioneering 


; MEDI. 
or sales* promoting?" 4 aie 


i 


yD) 


PL id gf nee 
If you do, and you o> See 2 ; 
want hair-trigger Pt inveue BO (Mg er 
action, then mosey on mentee 
over to the classified 
section of The Jewelers’ 
Circular-Keystone right in 
this issue! The rates 
are downright cheap 
regardless of how much 
you want to say. 


So, don't be timid. 
Send in your 
classified ad now. 
There must be 
something you wanna. 
sell, or buy! 
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Turn to page 159 now! 
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Originally established 1866 


DIAMONDS 


608 Fifth Avenue, New York 20, N. Y. 


Formerly 
L. & M. Kahn & Co. 
and 


>” 


Telephone: ClIrele 5-4315 
Viaduct, London 


Jacobson Bros. Diamond Corp. Cable Address: ‘‘Redlace’’ New York 

















l4hkh Yellow Gold 


ROYAL 
ORDER OF 
JESTERS 


Emblematic Jewelry 


Here'= just a part of our com- 
plete selection of tie holders, 
euff links, lapel buttons, 
charms and dress studs, ail 
bearing the familiar Billiken "% 

-  ™ 
of the Roval Order of Jesters, -°- 
ae * 
ornamented with rubies and | 


rr 4 
Misi | 
some with diamonds. h j r 


WW errertine Beery & CO. Sine Enblematic Jewelry 


seocierTty 8 ROSE STREET, NEWARK &, N. J. 


MENMBER AMERICAN GEM 
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OPEN NEW ACCOUNTS BY PROMOTION 

(from page 86) 

Two questions immediately become apparent: 
Should you tie up your money in an item that will 
limit you to only 20 customers? (If the promotion 
is unsuccessful, you’re left with expensive mer- 
chandise on your hands that may prove difficult 
to dispose of. Can you carry 20 credit purchasers 
on short profit, and long terms—although you had 
to make a prompt cash outlay to your supplier ?) 


9 


@ Use “low-line” promotion to draw crowds. 

Here you buy merchandise for a few dollars. 
You can purchase more items to build volume 
more quickly and show a faster cash turnover. 
And, certainly, you draw more people to whom 
you can sell higher-profit merchandise. If a “low- 
line’ promotion flops, you can subsequently ad- 
vertise this merchandise as give-aways with other 
purchases. 


@ Give-aways are sure-fire attraction for the 
average person. You can buy articles for 5¢ to 
25¢ that make good give-aways—glass ash trays, 
candy dishes, butter dishes, fountain pens, etc. 
A free gift to everyone, with no strings attached 
is a great advertising medium. Perhaps you may 
give away 500 items that cost $50 to $100. But 
it takes just one sale of a diamond ring to pay for 
this generosity. Everybody likes to get something 


-_- 


for nothing; and lots of people feel obligated to 
make some kind of purchase under such circum- 
stances. Cater to human nature; it definitely 
brings rewards. 


@ Make use of your mailing list. 

Suppliers will help you with folders, picture 
cards and catalogues. Never stop sending mail to 
your customers. It helps them remember you and 
posts them on what you have to offer of special 
interest. The item you are promoting may not 
be needed by a certain customer; but he may show 
vour mailing piece to a friend who has never 
patronized your store, and who wants what you 
have to sell. Also, your customer may not be 
interested in what you offer this month but will 
want the promotional item you feature next 
month. 


® Work with your suppliers. 

Once your budget is set, consult your suppliers 
and companies that specialize in promotions. See 
what each one has to offer and work out an intelli- 
gent program. Prepare in advance; but be flex1- 
ble. Then you can make changes in keeping with 
the times and conditions. 

Billions of dollars, a legitimate deductible 
business expense, are spent each year for adver- 
tising. Why? Because it pays to advertise. @EG 


ike anvrla 
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the 4¢ A “a se 
vewenlory 


An extra million of precious gem stock? Yes, indeed! Exactly what 
you have to sell when you can offer your customers the 
priceless contents of the Juergens & Andersen Dealer Gift Book. 


Write for your copy today. Since 1854 J&A has meant the finest. 


uerjens Andersen y 


55 East Washington Street - Chicago 2, Illinois 
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Add-o-heat 
NECKLACE 


GENUINE ORIENTAL 
PEARLS 





Directory of Trade Associations 


NATIONAL 


Allied Silversmiths Association. Ine Herbert J Pollack, Crown Silver Co., 48 
Walker St New York N Y.; Pincus Weinstein, Prill Silver Co., 53 W 
A New York, N. jy 

American Gem —" s Harry R (Jerber tramley & Co Ine 199 Main S8St., 
White Plais } Alfred L. W jill, Exec. Dir 3142 Wilshire Blvd 
lA Pct sey » il 

anata Stone lesennene Association, tine Robert G. Wider, Dreher Bros. & 
Wider, 48 W. 48th St., New York 36, N. Y.; Lloyd V. Lassner, 10 W. 47th 
oy n York 36. N° ¥ 

American Watch Association, Inc.—Jean R. Graef, 610 Fifth Ave., New York 20, 
N. ¥ William H. Fox. Exe Secy 39 Broadway New York 6, N. Y 

American Watch Manufacturers Association Arthur BB. Sinkler Seiden Watch 
a Lancast Pa.; LeRo 1. Mote, c/o Elgin National Watch Co Elgin, 

Associate powetere. Ine Ben R 14 Drive Lone Island ty. N Y 

Serger, 11 E. 44th St., New York 17, N. Y. 
Canadian hempahere Association lose l.. Skinner, & Kiet mond St W Toronto, 
Rayn P. Brown, & Richmond St W. Toronto, Ontarik 
Clock Assembiers & niaehinn Association, Ine Samuel J. Kaufman, Semca Clock 
ng Place, New York, N. Y.; Joseph Flum, Secy-Treas., Florn (: 

}°¢ Sroadway New York : y 

Clock & Watch Manufacturers Association of America, iIne.—C. E Somers Jr.. 
625 ~ NW Washington 6, D. C.; Philip S. Horwith, 1625 ‘‘K 
= Washington ¢ ( 
Costume beni ne of Trade of New York—-Charles Goldman, 118 W. 29th St 
Ne York } Sid Greer 3 Fifth Ave., New York 16, N. Y 
Cultured Pe arl Satesieiten of “America, inc joseph D'Elia. B. D’Elia & Sor 
he Fifth Ave New Jj . Seymour Mendelsohn, Marlinda Pearl 
f 62 Fifth Ave New .* 

Diamond Council of America elsor Abelson’s, Inc 857 froad_ = St., 
‘ a ‘ VW il signer Secy., 545 Fifth Ave., New York 


} 
Diamond Ds alers Club Inc Max Ji W. 47th St.. New York 36, N. Y.;: 
l \ 171 “I New York ] ¥ 
Diamond “Manufacturers & Importers Association of America, Ine.—Stephen W 
if i : Madisor Ave Ni York 17 N Y.: Ethel M Friedman, Exec. 
> Madison Ave Ne York 17, N. ¥ 
Eastern Manufacturers & Importers on inc.—-S. S. Sarna, 220 Fifth Ave., 
a © } k 1, N. ¥ Willia Little, Mng. Dir., 220 Fifth Ave., New 
| > \ y 
Educational Jewelry Manufacturers’ Associ ation RK. L. Gehrt, Herff-Jones Co., 1407 
*. Capit Ave Indianapol Ind Walter J. Keeley Exec. Secy., Lipper 
Shinn & Keeley, 41 KE. 42nd rk 17. N 
Sometogtent ~~. of America ichard ° Addicoat Ir Dir 11940 San 
{ iH . Os ee 14 i ‘ Smith kixe Secy 11940 
Gold Filled “Manufacturers Association Sawyt Improved Seamless Wire 
‘ 2 lL. Ca ates Bld ttlehor Mass 
Horological Institute of Americe Ravi i soucie. 967 S. Grove St Elgin 
| } Re S, ' ‘ lg x 667 Melbourne 


| 
Jewelers Board of Trade illiar ror ussell © vo Chestnut 
. Providence hanmar Trade 
my i: Head B 
Jewelers Besurtes anes 

it nara ' 
Jewelers Vigilance Semenittes. 

York a; = = Pr. Is 


York 2&4 
Jewelry C rafts Association. th un ‘ Hirsel 
Ave rf i 2 Gratz, Tre 


‘ & S Hud . 
Jewelry Industry Council ‘alter ' 7 ecard Jewelry Corp 
“ inut St K ~ 8 City ' Libert iase Pres., 608 Fifth 
Jewelry Seaman Ton Committee orgia A 
. ring Mid Bernard NX Burnsting *hmyr 1O0 EF 
Was g 5 4 1) 
Machine Chain Manufacturers Association red Cilguss Excell Mfg 
Richmond § $7 vidence, KR. I ors ouza, Atlas Chain 
Faglie Ss Providence ) R | 
Manufacturing Je welers Sales Association r) avar Superb Case 
100 M Providencs R. 1 rat frown, Bazar Mfg 
Chestnut St., Providence, R. 1 
eee Jewelers & Silversmiths of America, sadore Paisner Brier 
© Richn idence, R. I illiam E. Smith 


Pi “st Providence RJ = 

Metal Findings Manufacturers Association 
. é R I 5 

| ; , ‘ R 

National pea +e m Costume lewelers 
e., New N. Y.; Fred Si: 

lf “ Yor ' } 
National Association of Horoiogical Schools Or 

14 | ( f wy dar : 
Nationaal Association of Watch & C ho k Collectors 

\ f F ist | »4 \ j ’ 

af f nhia. Pa 
Nationa! Gift and Art Association—1! rd rdalt Imp 

\ N york lf N } \\ f : itt oon Kiftl 


‘ 5 
National Wholesale Jewelers Association rank Heyne. Heyvne & Groves 
. M n Ave Toledo, OF Thomas Fernley, J! 1900 Arch 


' l’a 
Platinumsmiths Association of New York. Inc Tacob Mehrlust. 6 W 12th St 
6, N. ¥.: George F. Brect 17 W. 45th St... New York 36. N. ¥ 
Retall Jewelers of America, Ine nold ‘chiffman, 225 FE lm St.. Greensboro 
Rernard N Burnstir rxer P (administration 551 Fifth Ave 
) } N ha as VP. (trade shows 551 Sth Ave 


‘\ . \ 
Ring Guild of America—-Reginald White White Mfg. Co Tri 15k Pine St 
bs idence R I Mrs ~ th St ' Exec, Secy Whithbey-Rehbock Ad 
, it hed \\ 7, 
Bouthera Jewelry al midng Association 
At larold 
eae Silversmiths Guild of Raanaden 
Meride: ‘ ne 


Swiss Federation of Watch Manufacturers 
A ‘ t} | ft? \ve vo r 


Tola Tumbleweed EK. HW. EF. Ander David A iro. Exe 1710 Jackeon 
; T 


United Horological Association of America—Norman T. Lut! 2995 r St 
he Aill Orville I Agar I si 1901 EF. Col v Di nver, 


( 
Watch Material Distributors Association of America—Sevmour Marcum  WNorvell- 
Mar 23 E. Third S Tu Okla.: Stanley G. House, Exec. Dir., 


1) 


STATE 


Alabama eter’ Jewelers Association mar Shwarts, 
Monte ' lDbwight Raff Raf? ‘ ‘ ' Palade 

Arizona Retail Jewelers Association Ha os tig, 35 Ave., Phoenix; 
Ben Rosne I Rosenzwe & Si N 


Arkansas Retail Jewelers Association 
Bluff 


Wilmington Rd., 


Schloss, Pine 


1U6 


Names given are those of the president and secretary, 
respectively, unless indicated otherwise. 


California, Horologieal Association of—Howard Nixon, 380 Orlena Ave Long Beach; 


orman D. Luth. 3925 Flower St., Bell } , . . es 
California Retail Jewelers Association—Wallace W. Binford, 6410 Van Nuys Blvd., 
in Nuys: Mrs. Collette Harrison, 14762 Terryknoll Dr., Whittier 
Connecticut Retail Jewelers Association—Benjamin B Cooper, Cooper Jewelry Co.. 
17 Asylum St., Hartford; Lee Isenberg, Exec. Secy Suite 305, 179 Allyn 
Hartford. : 
Consolidated Retail Jewelers of New York & New Jersey, Inc.- Harry Wexler M 
geod & Sons, Inc., New York; Simon Sunshine, Sunshine Credit Jewelers 
‘ anal St., Brooklyn. 
Flerida Retail Jewelers Association—-Alvin Lee Magnon, Adams-Magnon Jewelers 
510 Franklin St., ees Robert Bechtel, Bechtel’s Jewelers 228 
Datura St W. Palm Beacl — . ee 
Florida State Watchmakers Association Gordon Gamble, P. O. Box 360, St Peters 
burg; Charles E. Justus, Exec. Secy., 1417 S. Ft. Harrison Clearwater. 
Georgia hart Jewelers Association— Alexander Bush. 165 E. Clayton St., Athens; 
Joe C. Foster, . A. Capps Co., 216 E. Clayton St., Athens. : 
Georgia “Wate shmakers & Retail Jewelers Guild, tne.—James B. Echols, Echols 
Jewelers. Inc.. Tifton; Guy Payne, 484 Third St Macon ; 
Hawaii pte a Association—T Mivamoto, 1110 Fort St Honolulu; Lloyd E 
Klumpp, 2239 Kalakau Ave Honolulu. : é ; , , W 
idaho Jewelers Association—M. G. Sexty, 215 N. Eighth 5t., Boise; Ear! 
a phy, Exec. Secy., Idaho State Chamber of Commerce, 524 Idaho Blidg., 


Don G. Kuester, H. E Volkman & >I ns 
nkakee: Charles H. Barker, EK xec. Secy Leland Office BI we gfield 
Indiana. "jewelers Association, iIne.—harles E. Feffer, 136 Washi gton St. 
Indianapolis; James C. Lucas, Mneg Dir., 808 State Life we In icant lis 
indiana, Watchmakers Association, Inc. of—A. L. DuPriest, 514 N. Jefferson St 
Huntington; Charles H. Eckel, 721 E. 36th St Indianapolis 
lowa, Horological Association of—O McChesney 2°08 W. Eleventh St., Wa 
loo: C. F. Glessner, 403 W. Fourth St Waterlo . 
lowa Retail Jewelers Association— Maurice bates 2400 Lincoln Way, 
O’ Conner 19 KE State St Mason Clit 
Kansas Gem Society . Bruce Brunk sri ink andiage. McP! 
Good's Jewelers 11 N. Main St., Hutchinsor 
Kansas Retail Jewelers “Association Frank Eschmann 
209 = Br idway Wichita 
Kansas State Watchmakers pea John J. Wortn 
eo Raborn, Garnet 
Kentucky hen Jewelers Rimashatbeds Williar 


aT . 
Iilinois” Retail Jewelers Association 


Kentucky ‘Watchmakers Association, Inc. 
ville: Forrest D> erkel oxec . 
Loulsiena Horological Association 
Bruce Lindsey 1111 S ‘ourth 
Maine Retail Jewelers _“o- Henry 
Tardif. 40 Main St Wi le 
Maryland, —— & District ‘of Columbia Jewelers Association Melvi 
I Ave ‘ le Aashin n fenry Irylaw At se 
vara ig Vas 
OD no Rhode iano Retail Jewelers Association-—Sydney D 
a & 94 Winter St., Boston; Samuel Silverman Exe 
Pracon St soston 
Michigan hepa no-one Association—William B. Otten 
Clayton Goodrich, Sunfield - : 
Michigan ‘Retailers Association, Jewelry Division of rvir is Yoas Jewelers, 
Monroe: Robert Heglund, Heglund, Heglund & Beyer Jewelet 708 Washing 
mn Ave Bay City 
Minnesota Retail Jewelers Association—Stanley & smitt Hudson (0. 
700 Niecolett St Minne apolis , es Ww. ( Wals ‘ Secy 1008 N Ww 
Bank Bldg., Minneapolis 
Minnesota Watehmakers Association 
1006 N. W. Bank Blidg., Minneapolis 
Mississippi menane ba tage Association—James 
Brookhaver ck Patterson, Kosciusk 
Missouri Retail f-- . eenecaeree- -). R 
110 E. High St efferson CC 
——— evalantea’ Association of- William J. Yost 
rice Shockey, 1107 Division Ave York 
Nebraska. Retail goes Association Al Myers, Hastings; Elton 
arney eh | 
New campahire Retail. “Jewelers Association—Roger E. Brassard 
Manchester: Mrs. Roger Brassard, 1190 ; anchester. 
New Jersey Retail Jewelers Association—Martin i! 173. Mair 
Richard Rad, 6011 Bergenline Ave., West , 
New Jersey, Watchmakers Asncetatton of—Emil 
Vest New York 1) nal D) leW Ife 
New Mexico Retail Jewelers PM wa 
Sam Rankin 113 W Broadway Ho 
New York State Retail “egy tn Mo ag 
117 Grant St Buffalo 13; J. Francis 
enesee St tica 
New Y ork State Watchmakers Association 
Rochester 4; Richard . Robbins ‘xe 
North Carolina Retail Jewelers caniainan 
42 saninpameale Harold Seburn, Exec. Secy 


WwW. I aki rginia; "illiam Walsh, 


North ‘Dakota Watchmakers & Jewelers Association 
107 Main St Minot 
Ohio Retail Jewelers Association—H. M. Benedict r: 
ire; Hugh N. Beattie, 1117 Euclid . . & 
Oklahoma Horologicai Association—‘harles py 
Duncan: Ross Luttrell, 2008 Pine St 
Oklahoma wr Jewelers Association—Fred l 
tou MI A |i ter 
nated Retail Jewelers Association——John 
> on € Frank Breall, Ex 
Pennsylvania Retail Jewelers Association. 
> N St sere! sburg: 
ene’ Wier Pittsburg 19 
Pennsylvania, ee Assoelation Inc., —Joseph A. Beimel, 8&5 
St Pittsburgh: George eyers., 7 Mossfield St Pittsburgh 24 
Rhode aa Watchmakers Association -Vin A. De ete ey 315 Auburr 
Cranston: Norman QOvuellette Vashingtor Sf Pre lence 
South Carolina Retail se ee Assoclation- John Darden Pace iy; John Har 
1611 Main St C‘olumbi 
Tennessee og Seclety. ‘tee. —2. 4. Brow ll! Greanleaf St 
‘ompton, Sr., Exec. Secy 3 ayfiower St 
Senmeenss Retail fon. Association Willian iffin F. Ste 
214 Sixth Ave., N. Nashville; Joseph M 3! , 


Cookeville 
Texas Jewelers Association Dell M. Sheftall, 22 Guadalupe, Austin; David A 
 } i! iy) Ky . ‘ j : | 
Texas watchmakers, Association, 2123 S. Broadway, Tyler; 
Tre " Ni ] 
Vermont Retail “Jewelers “Association Waterbury; 
-“prir 
— Retail “Jewelers Association George 
S. Je son St 
Washington Retail Jewelers Association—RB 
Seattle: David M. Lombardo, Exe 
West Virginia Retail Jewelers Re ae peer 
; teckle Eric Rosenbaum Os é : 4 
Wisconsin Retail Jewelers eet all T 8p l Eighth St., 
- Manitowoc; B. W. Heald, Exec. S ute § cr 550, Thiensville 
Wisconsin Watchmakers Association—Ro! } ick, 266 Johnson, Madison; 
Edward Medla. 4958 S. Packard ; 





ARE 
PREPARED \ 
FOR 

THIS 

CRITICAL 
YEAR 


New GIA home-study 
courses can increase your 
1959 sales and profits! 


Tip the balance of smart and profitable jewelry 
selling your way by becoming an expert at dia- 
mond buying, selling and appraising. Take the 
new streamlined GIA Diamond Course at home. 
The advantages are immediate. All our students 
(60% of them store owners or managers) have 
been enthusiastic about the results. Why? 
Because they have seen important sales and 
profit increases resulting directly from their 
GIA training. 


FREE BOOKLET tells you how to 
start learning...Now! 


Send today for this informative, handsome cata- 
logue (with gem color plates) —it tells you all 
about the GIA Diamond Course (using GIA dia- 
monds in your own store) and the other GIA 
training programs: Streamlined home-study 
courses in Jewelry Retailing, Jewelry Design and 
other valuable studies. Write today! 


Sa, : 


GEMOLOGICAL INSTITUTE 


Dept. J, 11946 San Vicente Blvd. 
Los Angeles 49, California 


LAR-KEYSTONE, JANUARY 1959 





Nobility and elegance 
his “‘Linde”’ Star 
Sapphire in regal 
contrast with the Florentine 
‘inish setting of 
14K white gold... her 
“Linde” Star Ruby in 
& gracious swirl mounting 
“Resco” Originals from 
Ring Specialty Co. 


Minneapolis 
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man-made star sapphires and 
star rubies produced under 
oLUr- IIL a'™ melaldceli-m lem arcale 
they match the perfection 


eo) Mare} 40) e-1 m3 ¢- 1a ae 


Your inquiries are invited. 


CHARLES F. WINSON 


58O FIFTH AVENUE. NEW YORK 36 





Add your name to the 
list of major jewelry 
manufacturers who 
specify ‘Linde’ Stars, 
the finest synthetic 
gems in the world. 


NEW YORK CITY 

Alsan Mfg. Co. 

Beckerman & Lerner 

Belenky Bros., Ine 

Botell Ring Co., tne 

J. L. Brandt Co. 

Coronet Jewelers 

Davidson & Sons Jiry. Co 
Inc. 

E. S. Feinstein & Co. 

Fiyer Brothers 

a & Ben Frackman, 
ne 

Gevertz & Co., Ine. 

H. Glaser Co. 

Goldstein-Gerson Co 

Green & Co., Jirs., Ine. 

Benjamin Edward 


H. Hamburger Co., Ine 
irvring Co 

8. Jollofsky & Sons, Ine. 
Kahn & Co 

Morris Kaplan and Sons 
Charlies Koppel Ring Co 
K. S&S. K ! Co., Ine 
Mercury Ring Corp 
Murray Perkel & Co., Ine 
Aaron Perkis 

Samuel Platzer Co., Ime 
S. & M. Jewelry Co 
David Sarkin, tne 
William Schneider 
Schuman & Donehi, Ine 
Seltzer Bros 

Skalet Mfg. Co., Ine 
Untermeyer, Robbins & Co 


Inc 
Wax & Skolnik, Ine 
J. R. Wood & Som, Ine 


BUFFALO, N. Y 


The Bock-Lewis Co 
M.A. Reich and Co 


CHICAGO, ILL 

Emil Braude & Sons 

Ed. Cain & Co., Ine 
Hart Ring Co., Ine 
Hirsch and Oppenheimer 
Harry Rotter 

Fred Seltzer Co.. Ine 
Stein & Ellbogen Co 


INDIANAPOLIS 
Goodman and Company 


MIAMI, FLORIDA 
Louis Lang & Co 


MINNEAPOLIS. MINN 
Ostbye and Anderson 
Ring Specialty Co 


ST. LOUIS, MO 
Kinsley & Sons, Ine 


OHIO 

Fratianne Mfg. Co 

i. B. Goodman Mfg. Co., 
Ine 

Swirsky Bros.. Ine 

The Victor Corp 


PENNSYLVANIA 


Byard F. Brogan 
Helm and Hahn Ceo 


PROVIDENCE, R. ! 
Dolan & Bullock Co., In 


NEW JERSEY 

Acme Ring Mfg. Ce., Ine 
Church & Company 

F. & F. Feiger, Ine 
Jabel Ring Mfg. Co., Ine 
Jones & Woodland Ce., |= 
Larter & Sons, Ine 


WORLDWIDE DISTR: BUTORS 


COLUMBUS 83-2656 


**Linde’ is a registered trademark of Union Carbide Corp. 








OW PRICE! 


PRICE TAGS 
$395 per 1000 


WITH SCRIBER 


A BETTER TAG! 


e Easy to attach! 
e Once on — stays on! 


e Scribes quickly — legibly! 


FREE SAMPLES ON REQUEST 
WRITE DEPT. K 


TAGON 


CORPORATION 


43 SOUTH FIRST STREET -® FULTON, NEW YORK 





JEWELRY REPAIR HEADQUARTERS 
FOR ALL AMERICA 


Complete Manufacturing 
and Repair Facilities 


Quality Workmanship 


and Prompt Service 


DIAMOND SETTING @ HAND ENGRAVING 
RING SIZING @ SHANKS @ BEZELS @ TOPS @ PRONGS 
DESIGNS FOR SPECIAL ORDER WORK 
PRECIOUS AND SEMI-PRECIOUS STONES 
DIAMONDS, ALL SIZES 
LAPIDARY WORK @ ENAMELING 
RHODIUM AND GOLD PLATING 
Manufacturers of WRIST WATCH CASE LUGS 
Stone Rings 
Mountines and Weddine Rines 
Emblem Rings, Buttons, Charms 
Antique Diamond Ring Reproductions 
Makers of 
Fine Leather Wrist Watch Straps 
J obbers for 
Gemex « Duchess 
LeStage « Cee'lee 
Deltah «+ Sea Gem 


Automade 


A. SAUER & COMPANY, Inc. 
329 East 8th Street, Cincinnati 2, Ohio 





GARNET ( continued ) 


comes in fairly large, dark red crystals that cut 
clean stones. They are too dark, though, to be 
cut large. Lighter stones are filled with clouds 
of inclusions as a rule. Chief sources are Amelia, 
Va., and Pocos de Cavalos, Brazil. The finest clear 
spessartites are from northern Minas Geraes and 
6-carat stones are notable in size. They have a 
good dispersion and the red hue comes out well. 

The other interesting garnet, known as rhodo- 
lite, is a variety of pyrope, which grades into 
almandine, and has a lovely light amethystine 
purple hue. Occasional stones come from Ceylon. 
Like the Amelia spessartite, however, the best 
known stones are American. North Carolina is 
their source. They are illustrated in Kunz’ Gems 
and Precious Stones of North America. The price 
is not as high as might be expected, and the recent 
revival of interest in North Carolina’s gemstones 
—the result of amateur collectors’ activities— 
has once more made small North Carolina stones 
obtainable. 

Garnets are found in every country, glowing in 
rich, red colors, even when unsuitable for cutting 
into gemstone. Most varieties are hard. In fact, 
they make a superior sandpaper for cabinet- 
maker use, when they are crushed and graded. 
Only the green demantoids must be worn with 
caution. The others can take it. They can take 
it so well that thin slivers were used as the pro- 
tective tops on glass-backed doublets in the days 
before synthetics. 


Skyscrapers “Bedded” in Jewels 

Garnet crystals can be found in the rocks of 
Manhattan Island. One might say that the foun- 
dations of many skyscrapers are studded with 
jewels. A sewer excavation beside Macy’s pro- 
duced one of the best-formed garnet crystals of 
considerable size that has ever found its way into 
a museum collection. You can see it on display at 
New York’s American Museum of Natural His- 
tory. 

Garnets have other desirable properties in ad- 
dition to hardness. They have a high refractive 
index, so they can be cut into fairly brilliant 
stones. Only the depth of color keeps most of 
them from being really bright gems—and keeps 
the size down to transparent thicknesses. The 
dispersion is strong, but again, the intensity of 
color minimizes this property. It is singly re- 
fracting, a very good characteristic in a clear 
stone; less important in this particular gemstone 
than in others of the single refraction group 
(spinel and diamond). 


Brings Honor, Glory 


Garnet has the usual quota of traditional 
legends. Carbuncles were supposed, in the Middle 
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Ages, to protect travelers from accidents and to 
give, by fading brilliance, warning of impending 
ill-luck. It is the stone of Aquarius, the water 
bearer. Those born under this sign were said to be 
protected by this gem from plague and evil spirits. 
On the positive side garnet was also said to bring 
to its owner riches, honor, glory and wisdom. In 
those days, you could hardly afford to be without 
one! Zea 
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A successful “before-and-after” 


the BASKETBALL ARMY 


by Bish, 


For this season’s army of basketball 
players — medals and charms — plain, 
with engraving or raised enamel letters. 
In Sterling, Gold Plate, Gold-Filled, and 
10-K and 14-K gold. Sports catalog on 
request. Through your wholesaler. 


J. M. FISHER COMPANY, Attleboro, Mass. 


RACINE Since 1890... 


in t-t-me-J ol-feit-lip4 re 


in the Largest 


-T-) (-let dle} at-mmed| 


TIMER Ss Timers and 


Chronographs 


GALLET € GUINAND 


You wouldn't believe these were pictures of the TIMERS 


same store? Oh, but they are. It’s the store of 
William Manasse of Caro, Mich., before and after 


THROUGH YOUR WHOLESALER 
remodeling. ‘ ) + 

The top picture shows what used to be—the . Write for the 
old mahogany fixtures and high showcases. The Lotesse RACINE 
second picture shows what now exists—the re- ‘ i CATALOG 
modeled store in bleached mahogany. — , 

The side walls are painted in “‘apple blossom” 
and the back wall in “cool green.’ Behind the 
wall and showeases are the gift, china, glass and 
silverware departments as well as a hi-fi depart- | Uses... 
ment. Mr. and Mrs. Manasse are shown on the | 
occasion of the “grand opening.” Eee 


Specialists in Fine Timers — Since 1890 


20 WEST 47th STREET. NEW YORK 36 











JUST REVISED 


More than 1300 exact-size 
illustrations and pattern names. 
Now in the newly-revised 


Sterling Flatware Pattern Index. 


Increase your Sales and Profits by having ALL 


the Sterling I latware Patterns at your fingertips 





ry’ 

I his book is a necessary selling tool. The Sterling Flatware Pattern Index is 
handsomely printed on heavy coated stock 
and is conveniently prepared in loose-leaf 
form. Revision sheets are made available at 
reasonable cost every few years. 


Used every day by jewelers across the 
nation, it contains actual-size illustrations of 
active, inactive and obsolete sterling silver 


flatware patterns made by manufacturers in 


THE JEWELERS’ CIRCULAR-KEYSTONE 
Chestnut and 56th Sts., Philadelphia 39, Penna. 


Enter our order for a eopy of THE STERLING FLAT- 
WARE PATTERN INDEX. 


With binder $27.50 Without Binder $17.50 
Revision sheets $6.75 


this country. 


Easy-to-use, this valuable reference book 


has a complete index which lists: 
@ the manufacturer's name 


® the pattern name 


@ the current status of every pattern 
@ With binder $27.50 © Without bmder $17.50 


FOR THOSE WHO ARE ALREADY USING THE INDEX 
THE 1958 REVISION SHEETS WILL BE SUPPLIED AT $6.75 


Street 
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New “La Marquise” pattern in Franconia china 
shows rim design of burnished gold and cobalt 
blue on Louis XV_ shape; 5-pe. setting $17.70 


retail. From Herman C. Kupper, Inc., New York. 


Platinum “Viceroy” design shows gleaming band 
and hairlines of the metal on pure white bone 
china; 5-pe. setting retails for $21.75. From 


Worcester Roval Porcelain Co.. Inc.. New York. 


ny 
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“Allison” is richly-cut pattern in English crystal 


stemware and accessories made by the Webb 
Corbett factory; the goblet retails at $5. Sold by 


Camden Hall. Inc.. of New York. 


JEWELERS 


fashions 


“Blenheim” pattern in Spode bone china, first 
introduced in 1815, hand-painted in rich color on 
engraved print; 5-pe. setting $31.30 retail. From 


Copeland & Thompson, Inc., of New York. 


“Radiance” pattern on swirl shape in Aynsle 
bone china from England is done in pale brown 


and gold: 5-pe. place setting may retail for S16.75 


From Bertson House. Ltd.. New York. 


“Sycamore” pattern in Franciscan’s new line of 
Family china has blue and brown leaves and aqua 
band; 5-pe. setting retails at $9.95. By Gladding, 
McBean & Co.. of Los Angeles, Calif. 





Increased sales 
year alter year 

for Royal Doulton- 
4 consistent 


House Beautiful 
advertiser 
for two decades. 


Mr. W. J. Carey, 
President of Doulton & Company, Inc., writes: 


‘House Beautiful has been an anchor post for 
Royal Doulton’s advertising for over twenty 
vears. More of our advertising dollars (then as 
now) go into House Beautiful than any other 


Mmavrazine 


“Tf anythine House Beautiful is more productive 
today than ever before. Sales for Royal Doulton 
Bone China, continue to go up from the highest 
point on record to new highs—a 35% increase 
for 1958 alone. 

“You may be sure we are looking forward to 


many more such record breaking sales years in 


House Beautiful.” 
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Now is the time to sell to House Beautiful’s highly selective 
audience of 700,000 better-income families (median: 
$11,940). In themselves, these families are an incredibly 
responsive market. But they also represent leader influence 
—the kind of influence that sets taste trends and buying 
attitudes for the rest of the country. 

Can your products use this taste-leader vitality that pro- 


duces sales at once—and once sold. influences millions? 


Sells Both Sides of the Counter 


House beautiful 


A HEARST KEY MAGAZINE. 572 MADISON AVENUE, NEW YORK, N. Y. 
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“Chanson” pattern on new “Sculpture” shape in 

china dinnerware has delicate blue flowers, sepia 
stems, platinum edge: 5-pc. setting is $21.95 “Laurentian” pattern in Minton bone china 
retail. By Lenox. Inc.. Trenton. N. J. printed in brown with pastel pink enamelling, gold 
| edge line: 5-pe. setting $26.25 retail. Sold by 


Vieaken & Ridewav. Ine. of New York. 


New Sophisticate” pattern on Pearl Edge shape 
| | 


New “Grace” design in china dinnerware has ; , " 
is classically simple in styling. done in gold; 5-pe. 


cold and gray garland with turquoise dots and apg | ns 
. ld ed — oo ef $15.95 Mad settine retails for $19.75. By Castleton China, 
cold edge: o-pe. setting retails for $15.95. act — 

. } Inc.. of New Castle. Pa. 


by Syracuse China Corp., of Syracuse, N. Y. 


“Stella” shape in Swedish china by Upsala- Pilsner caddy set in “Golden Foliage” pattern 
Ekeby has light ridged effect, is pure white in consists of eight 10-0z. glasses in brass wire caddy: 
color; 5-pe. place setting $9.95 retail. Sold by set retails for $9.95. By Libbey Glass Div. of 
Ebeling & Reuss Co., of Philadelphia. Owens-Illinois, Toledo, Ohio. 





DELIVERY 


ade 


THE VP FINE ENGLISH 


DINNERWARE 


It's prompt on all orders, but 
in emergencies (even specials) 
it's just short of muraculous! 
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Richelieu 
( Bone China) 


» Black Ermine 
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FRANCONIA CHINA 


INTRODUCES "ATHENA" 


One of Europe's Finest 


The classic purity of early Grecian art sets a mood of utter simplicity with 
decorated with 
only a slender border of Gold olive branches and ancient symbols in Dove 
Grey enclosed by bands of Gold 5-pc. Place Setting with 10!/." dinner 
plate: $13.00 Retail (slightly higher South & West). 


HERMAN C. KUPPER, INC. 3° West 23rd St. N. Y. 10, N. Y. 


pure white, translucent porcelain in a Rim shape 
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Dinnerware, 
Glassware 


& Gifts 


by MADELINE LOVE 


O YOU PAY ATTENTION when a tableware im- 
porter or manufacturer tells you that a 
pattern has been market-tested? Or are 

you inclined to think that’s just “selling talk,’ and 
that you, yourself, know best what patterns your 
customers want? 

Many jewelers, like other retailers, do not ap- 
preciate the amount of time, effort and money 
that goes into a definite market-testing job on a 
group of patterns. First, it means creating a wide 
range of designs and color effects, including all 
facets of styling that—research indicates—ex- 
press today’s tastes. 

These patterns are then submitted directly to 
the consumers—not in one place or in two, but all 
over the country. Mature women, young mar- 
rieds, brides-to-be and teenagers are asked for 
their opinions. Always, the variations in taste 
among the different age and locality groups are 
carefully considered in the final selection of pat- 
terns to be produced. 

As one might guess, about half of the older 
women have conservative tastes, so they prefer 
designs which are reminiscent of those they have 
known all of their lives. And about half of the 
younger group like the starkly modern. Midway 
between these extremes is a vast area of interest 
in designs which seem to blend the best features 
of both. 

The alert manufacturer concentrates on this 
middle group, selecting designs which have met 
with the most widespread approval. This may 
sharply curtail the number of new designs he 
brings out; but he can rest assured that his new 
lines will have a ready-made market. 

It is true, of course, that no survey is infallible. 
But there is no better way of learning the trends 
of consumer acceptance than to ask as many wo- 
men as possible: ““Which pattern do you prefer ?”’ 

MERICAN HAND-MADE GLASS was put on dis- 
A play for six weeks beginning Nov. 17, at the 
Design Center for Interiors, New York. It was 
arranged by the National Home Fashions League. 
Techniques developed during 350 years of Ameri- 
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SOS CVI HC Ve 


sparkling, hand cut, lead crystal 


from Germany. 


WET MAprrtehmelavmarrelas (ert me (aac. 
in an extremely wide variety, all 
attractively priced. 


Be sure to see this outstanding line 
blus a host of other new items from 
abroad. 


EBELING & REUSS CO. 


ESTABLISHED 1886 
Main Office: 5th & Locust Streets, Philadelphia 6, Pa. 


Showrooms: 


NEW YORK 10 CHICAGO 54 3807.00) 38 3500, 0n LOS ANGELES 14 OTF “ap hy Oe wee 
225 Fifth Avenue 1557 Merchandise Mart 5th & Locust Streets 527 West 7th Street Merchandise Mart 


Warehouses: Philadelphia, Pa., Pasadena, Calif. 








Ingredients for 
Successful Entertaining 
Expertly insulated — keeps 
cubes freezer fresh hour 
after hour! In popular 


random driftwood, 





brass finish and natural 
cork, designs... 
priced for today’s 


wiser buying. 








#7002 
2 gallon 








Bresilauer-Underberg In The Grant-Jacoby Company Stanley F. Radke & Assoc. 
225 Fifth Avenue 527 West Seventh Street P. 0. Box 1064 
New York 10, New York Los Angeles 14, California Atlanta, Georgia 


Bolender and Company Harlan P. Saubert Miller Bros. Limited 
1551 Merchandise Mart 9809 Angora 32 Front Street West 
Chicago 54, Illinois Dallas, Texas Toronto 1, Canada 


BUEHNER-WANNER, INC. + 66 Fort Point Street + East Norwalk, Connecticut 


DINNERWARE (continued) 


can glassmaking were shown in pieces ranging 
from epergnes to water tumblers; from a large 
glass fish to free-form candlesticks. The group 


included black glass, milk glass and a wide variety 
of brilliant colors, produced by 11 domestic fac- 
tories. (See above.) 


= Tana AND ENLARGED EDITION of “‘The Ro- 
mance of Fine China” has just been issued 
by Herman C. Kupper Inc., New York china im- 
porters. Available to stores and consumers, the 
booklet gives a brief history of china, including 
Kupper’s line of Franconia contemporary dinner- 
ware. It is illustrated with all-new photographs. 


HAWAIIAN DANCE, with flowers flown in from 

the Islands and a South Seas menu, will be 
held in the grand ballroom of the Palmer House, 
Feb. 5 during the Chicago Gift Show, Feb. 1 to 12. 
A Bingo party will be held Feb. 11 in the ballroom 
of the LaSalle Hotel. 


Robert S. 
Conybeare 


—— S. CONYBEARE has been named general 
sales manager of Lenox Plastics, Inc., din- 





So beautifully simple... 


ATLANTIC CITY CHINA & GLASS SHOW 
JANUARY 4-9 

CONVENTION HALL, ATLANTIC CITY, N. J. 
BOOTHS 102-104 


CALIFORNIA GIFT SHOW 
JANUARY 18-23 
AMBASSADOR HOTEL, LOS ANGELES, CALIF. 
ROOM 485 


CHICAGO GIFT SHOW 
FEBRUARY 1-12 
LA SALLE HOTEL, CHICAGO, ILL. 


5-piece setting, $10.95 “GREEK KEY”. . . 5-piece setting, $18.50 ROOM 304 
‘“ARZBERG WHITE". . . 5-piece setting, $7.95 
The dramatic simplicity of contemporary design, 
DALLAS GIFT SHOW 


in china that has earned 
Sales and honors with equal ease. 
q FEBRUARY 22-26 


H. E, LAUFFER CO.,INC., 230 Fifth Avenue New York 1, N.Y. 
BAKER HOTEL, DALLAS, TEXAS 


Creators of famous Design 1 
and Design 2 stainless steel 
ROOM 432-434 


FAIRWOOD§ SOUTHERN GIFT SHOW 


fine china 
‘‘FAIRWOOD WHITE” . . . 5-piece setting, $8.75 JANUARY 19-22 
oleae | oe HENRY GRADY HOTEL, ATLANTA, GEORGIA 
VARIETY ROOM 


‘ANGEL LEAF’’. . 


TORONTO GIFT SHOW 
FEBRUARY 16-19 


AUTOMOTIVE BLDG., EXHIBITION PARK 
TORONTO, CANADA 





FOR BALANCE 


it’s the complete LINDLEY line! 


Luxurious Folding Boxes and Folders made 
of sturdy leatherette embossed clay coated 
stock—easily stored—easily assembled—rigid— 
meet all needs of the finest gift shops, jewelry 
stores and department stores. 


“See the complete 
Lindley Line 
at all 
major shows.” 


BOX AND PAPER 
DIVISION 
1748 West 2nd St., 


Marion, Indiana 


“OVER HALF A 
CENTURY OF 
UNSURPASSED QUALITY 
AND SERVICE.” 


FEDERAL PAPER BOARD COMPANY, INC. 


DINNERWARE (continued) 


nerware manufacturers of St. Louis and Puerto 
Rico. Announcement of the appointment was 
made by C. J. Kjorlien, executive president. Mr. 
Conybeare was formerly general sales manager of 
Rubbermaid, Inc., and more recently director of 
marketing for A. G. Spalding & Bros., sporting 
goods manufacturers. 


TY NEW SHOWROOMS in the giftware field were 
opened during November. Early in the month, 
Schmetzer, Inc., importers of gifts, clocks and ac- 
cessories from Germany, gave a cocktail party in 
its new quarters at Suite 506, 225 Fifth Ave., 
New York. Hosts were Mr. and Mrs. Stewart 
Damon who manage the showrooms. Mr. Damon 
is vice-president of the company. 

A few days later, Ikora Importers, Ltd., enter- 
tained with a press party in the new showrooms 
on the street floor of 233 Fifth Ave., New York. 
A colorful modern background has been designed 
for the display of Ikora’s line of silver-plated hol- 
lowware from Germany, and its Flygsfor Swedish 
glassware. 


ONNIE AND HARRY HOLDING, formerly opera- 
tors of Gense Import, Ltd., of Branchville, 
N. J., have launched their own import business 
under the name, The Holdings, Inc., with head- 


quarters at their farm outside Denton, Md. Mr. 
and Mrs. Holding pioneered ten years ago in din- 
ing-room quality stainless steel tableware, placing 
it for the first time in fine jewelry, gift and spe- 


clalty stores. They will be exclusive distributors, 
east of the Rockies, of the “Dane” line of Danish 
stainless steel tableware, and will also feature a 
line of Swedish wood accessories. They will dis- 
tribute through a closely franchised group of 
cealers. 


UST ADDED to the lines carried by Jackson In- 
ternationale, of New York, is a new group of 
more than 40 pieces of dinnerware, serving pieces 
and accessories designed by Paul McCobb in white 
china. The ware is oven-proof and detergent-proof 
and is decorated with simple, contemporary de- 
signs. It is the first result of a year’s collabora- 
tion between Mr. McCobb and Philip R. Distillator, 
president of Jackson. This year, lines of flatware, 
glassware, melamine and formal china, all de- 
signed by Mr. McCobb, will be added. 


OLAND PATRICK, formerly china and glass 

buyer for the May Co., Los Angeles, and 
more recently sales manager of the Santa Anita 
Pottery, has been appointed sales director of 
Verity Southall, Ltd., of Altadena, Cal., manufac- 
turers of pepper mills. 
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Here, in Sculpture, is a new achievement in fine china that captures the best 
of traditional with the smartness of modern. It is the herald of the new trend 
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Oh well, 
maybe |I| 
get it some 
other time | 


Turn those impulses into SALES 
with Monarch Price-Marking! 








‘Maybe I'll get it later” is often the sign of a sale 
you've lost forever! Sales people can’t be everywhere... 
but Monarch Price-Marking can be there to answer 
questions and turn “browsers” into buyers! 

Neat, legible, easy-to-read prices spell sales, build 
customer confidence, make sure each sale is at the cor- 
rect price. There’s a Monarch Price-Marking machine 
designed to protect your profits. Write today. 


MONARCH 
JUNIOR 


price-marking 


STORE NAME . 
machine 


BS 216 





Monarch Junior 
price-marking machine 


waeeeee Fill out and mail coupon for information. --j-8.«=8.«.= 


THE MONARCH MARKING SYSTEM CO, 


216 South Torrence St. © Dayton 3, Ohio 


lease send illustrated folder on Monarch Junior price-marking 


| 


also sample Monarch Tickets, Tags and Labels. 





When existing fixtures are not suited to the 
merchandise to be displayed, Jerry Gearman of 
the Atlas Jewelry Co., St. Louis, is not troubled. 
He creates his own. 

He has done this repeatedly with items that 
were not moving as fast as he thought they should, 
and in each case sales volumes have gone up. 

Typical is a revolving clock display, six feet 
high and 18 inches square. It is mounted on a 
heavy steel pipe screwed into a socket on the 
floor and held vertical by an arm at the top that 
passes to a ledge above the panelling of the wall. 
Constructed of pegboard over a hardwood frame, 
the unit revolves on ball-bearing “‘collars’’ and can 
be turned with the finger tips. It displays 20 or 
more clocks vertically—and in a small space. 

Many customers recognize that the fixture can 
be turned and, yielding to impulse, go ahead and 
turn it. One woman who had come in to have a 
watchband fixed twirled the display and, remem- 
bering some pending gift obligations, bought three 
of the clocks—a multiple sale that scarcely would 
have been made had it not been for the “gadget.” 

Also revolving are several cylindrical fixtures 
which have been used with equally good results 
for displaying small gift items and appliances. 

Built to his specifications, Mr. Bearman’s fix- 
tures have cost him from $35 to $45. They are 
so attractive and have proved so successful that 
irequently he is asked by retailers in other fields 
to furnish drawings of them — requests with 
which he always complies. Za 8 





Cah Chapman 


ow... America’s 


Top Fas 
you sell Fostoria Melamine 


No competition from other depart- 
ments, other stores. Fostoria Mela- 
mune Is designed to sell with crvstal 


This new promotional support 


will score with your customers. 
it's a FASHION story. 


We once heard a shoe buver tell his 
salesmen: “Don't sell shoes, sell fash 
ion. Anvone in retailing knows all 
about this vet only Fostoria is 
doing a FASHION selling job with 
Melamine. Were running full-page 


color ads featuring the fashion angle. 


each ad featuring a famous designer. 
And we quote them — in print. “It's 
nice to see Fostoria bring style to 
something so practical.” “Just about 


perfect for informal entertaining.” 


They work for you at point-of-sale. 
A complete promotional package lets 
vou sell fashion right in vour own de 


partment, helps vou vet mto fashion 


windows, gives vou everything you 


need to make Fostoria Melamine big. 


hion Designers help 


and silver, with distribution limited to 
Want 
to know more? Write Fostoria Glass 
Company, Moundsville, West Virginia 


fine dinnerware departments. 


fine Melamine by 


SOLD ONLY IN FINE DINNERWARE DEPARTMENTS... Srostoria 





BLUE MEADOW RING O' ROSES COUNTRY GARDEN GOLDEN TWILIGHT 
piace setting $8 place etting 57 5-p place tting t settir $ 


starter set $21.95 16-pc starter set 





[ew small ¢ rery elegant hotel. The ceiling has an 
new-type jewelry store small and very ¢ 3 
A ne ype J y off-white elliptical overhead dome, designed to 


give better acoustics and to confine sound locally. 
It is lighted by hidden cold-cathode fixtures. 

Jewelry is displayed at sit-down counters 
measuring only 30 inches in height. Higher- 
priced items are shown in private salesrooms 
arranged so that the customer can inspect the 
merchandise under daylight conditions. The sales- 
man sits in the center of a semi-U-shaped table, 
getting away from the customary salesman- 
The reception area resembles the lobby of a customer formality. 


An ultra-modern jewelry store was completed 
last September in the office building at 5 S. Wa- 
bash Ave., Chicago. It’s the new home (but old 
address) of Lee-Kaye Jewelers. 

The deliberate purpose on the part of the archi- 
tect (Decamp Associates) was to make it look not 
like a jewelry store. It has no glass door and no 
conventional counters. 


Other ‘‘ease-making’’ accessories include air 
conditioning, piped-in hi-fi music, and a small 
coffee bar hidden from public view. 
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Main focal point of the Lee-Kaye showroom is the recep- The new Lee-Kaye upstairs entrance has a bright red 
tion area where the informal feeling begins. The seats door in Colonial motif, accentuated by a _ Provincial- 
are tufted benches. style light fixture. 
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7, | PACHHC Silvercloth 


_\ brightens your Sales Picture! 
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Because your silver customer knows that Pacific Silvercloth 
is the only cloth that always keeps her precious silver 
shining and ready to use at a moment’s notice! Pacific 
Silvercloth has tiny particles of silver in it that trap the 
gases that cause tarnishing ...insure shining silver all the 
time. be sure you have it for her in wraps, bags, rolls, 
chests and by-the-yard ... it’s the silver cloth she will ask for. 
Important, too, is keeping the silver in your store glowing. 
No more embarrassing moments showing dull, tarnished 
silver if you keep it wrapped in Pacific Silvercloth. 
temember, nationally advertised Pacific Silvercloth will 
help sell your silver for you... keeps customers happy 

with their silverware...adds more profit to your sales. 


_ 


See your supplier about the Pacific Silvercloth Cooperative Advertising Plan {a 

PACIFIC INDUSTRIAL FABRICS, A Division of Pacific Mills Domestics Corp., a ary a 
“sen ‘ a . “ - a < eific Si (Ee - yt 

Dept. SC60, 1430 Broadway, New York 18, N. Y. pipe aae 
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The wide range of sizes, shapes 
and patterns of Silver City 
Sterling on Crystal gives you the 
right piece for every sale, 


and makes repeat sales, too. 


ONE 


 Tomiilehat-tem aslo eli-te- Ma ZelUmS- 1p 
you can always be sure of a 
satisfied customer. All Silver 
City Sterling on Crystal 

mei trolcelati-\-reMarelueacolaaltiap 

chip resistant. 
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LOS ANGELES Gift Show SOUTHEASTERN China, Glass & Gift Show 
Biltmore Hotel, Room 2341 Henry Grady Hotel, Room 305 
Los Angeles, Cal., Jan. 18th - 23rd Atlanta, Georgia Jan. 18th - 22nd 


SAN FRANCISCO Gift Show 
Western Merchandise Mart, Room 247 
San Francisco, Cal., Feb. lst - 4th 


CHICAGO Gift Show 


LaSalle Hotel, Room 304 


Chicago, Ill., Feb. lst 


12th 





Briefly 


HERE'S HOW FIVE DISTINCT GROUPS LOOK AT BUSINESS FOR '59--Everyone, of course, has 


. 


Some prediction; here are several from sources which have been reasonably 
astute in the past: 


RETAILERS: In a nationwide Survey by Kirby=-Block & Co., leading resident 
buying group--78 per cent look for first-quarter volume to exceed 1958's, 
by 5 to 10 per cent; 22 per cent look for first-quarter 1959 to match '58 
not one of 649 retailers polled expected a drop in sales for the period). 
A Dun & Bradstreet survey found virtually the same outlook. 


COMPANY PRESIDENTS: Fully 94 per cent of big-firm heads say '59 business 
will show marked improvement over '58. This comes from a survey of 109 
presidents by "Dun's Review and Modern Industry." The magazine's "Presi- 
dents' Panel" includes James G. Shennan of Elgin National Watch Co., Bruce 
M. Jeffris of Parker Pen, Charles H. Percy of Bell & Howell. 


TOP GOVERNMENT ECONOMISTS: Continued economic recovery, they forecast, 
marked by rising sales but plagued by high operating costs. A profit Squeeze 
is likely. Federal Reserve Board money managers are reportedly ready to 
impose wage, price and credit controls if the need arises. 


COMMERCE DEPARTMENT ADVISORY COUNCIL: Council, comprised of leaders from 
the steel, auto, construction, retail and banking industries, forecasts 
no signs either of boom or gloom. Meeting at the annual Business Outlook 
Conference, leaders said retailers should enjoy a healthy '59, with good 
Sales, slightly higher prices, perhaps Slightly more net profit. 


INDEPENDENT EXPERTS: The First National Bank of both Chicago and New York 
concur that things are picking up, that there will be an extension of the 
current recovery, though not a spectacular one. Others are less in agree- 
ment: "An all-time high in '59," says Prof. R. M. Nolen, University of 
Illinois economist. "We do not see a boom," says the president of the Inter- 
national Statistical Bureau. "Nearly all...indicators are seen achieving 

new highs in 1959," opines Standard & Poor Corp. So take your choice! 

















"THE JEWELRY INDUSTRY SHOULD DO WELL IN 1959," predicts the U. S. Commerce Depart- 


ment. A Survey of principal trade sources by the Department indicates for- 
ward-order placement for spring and summer delivery is strong. Inventories 
of producers, wholesalers and retailers are reported as minimum. Higher- 
priced merchandise in the gold-filled industry is moving well. Women's 
dress styles indicate a big need for earrings, bracelets and pins. 


THE OUTLOOK IS MIXED, THOUGH, FOR THE SILVERWARE INDUSTRY, Says the Depart- 
ment, mainly because of high import levels. U. S. production of flatware 
was 25 per cent less in 1958 than in peak-year 1955. Consumers are choosing 
Stainless flatware over silver plate and sterling. Sterling hollowware 
Sales in '59 should match '58 sales. Oddly, stainless steel hollowware has 


run into extreme buyer resistance, the Department notes. 














VIGILANCE COMMITTEE ADOPTS THE FTC GUIDES AGAINST DECEPTIVE PRICING, will use then, 


RAILWAY 


instead of Rule 4 of the Trade Practice Rules for the Jewelry Industry, 
in evaluating advertising claims. JVC had asked FTC to amend the jewelry 
pricing rule (Rule 4) with a similar, but more-inclusive, rule recently 
issued for the sun glasses industry. JVC now feels that the FTC Guides, 
which were issued after their first request, will suffice. 


EXPRESS RATES WILL RISE AGAIN IN JANUARY. Increases will average 3.5 per 
cent on all items. Authority for the rate hike was given by the Interstate 
Commerce Commission after a study showed Railway Express is paying higher 
wages, higher payroll taxes, more for equipment and Supplies. 
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RED CARNATION ... flowerlike 


flair for an unusual gift wrap 


TWO-IN-ONE BOW... machine 


made with an off-center cut 


(, 


SHOOTING STAR BOW... 
@ scissor-styled “Magic Bow” 


POINSETTIA BOW... happy 
holiday variation on the “Magic 
Bow" 


ONLY $39.95 


THE BASIC “MAGIC BOW"... 
classic, lustrous, Sasheen-lovely 


“MAGIC BOW" ON LACELON® 


DECORETTE “MAGIC BOW"... 
the lacy loveliness of Decorette 
in o “Magic Bow” 


COMBINATION ‘‘MAGIC 
BOW" : glamorous Sasheen 
plus the delicacy of Decorette 


PETITE BOW . simply sweet, 
economical for free gift wraps 


MULTI-COLOR BOW ... teams 
up go-together shades of Sasheen 


DOILY . . . easy-to-moke “pro- 
duction” for custom gift wraps 


to use the S-10"Magic Bow’ Tyer 


As you know, there's tremendous profit potential 
in gift w rap... prov ided vou can get fast produc- 
tion at low cost. And. whether vou offer trafhiec- 
building free oilt w rap OF do de luxe out w rap for 
direct profit, that brings us to the wonderful S-10. 


The SASHEEN® S-10 “Magie Bow’ Tver and one 


salesgirl with very little training can prefab “Magic Bows” galore 


; mn all colors. SIZes, and the Oa variations You see here. lt Call 


‘Magic Bow’ and method of making patented U.S. Pat. No. RE 23835. The term 


make them with both lustrous SASHEEN and lace-like DeEcorer! 
Ribbons se * 
Because the S-10 ts foolproof, it makes pertect bows every time 
with no waste ol ribbon. And hecause hows Can he pre fabri ale , 
during slack periods, labor cost ts practically nil. 


up to 1?0 bows pel hour! 


Would vou like to put the thriftv. economical S-10 to work for 
vou? Then write for a free demonstration: 


3M, Dept. 42-5E, Gift Wrap and Fabric Division, St. Paul 6, Minnesota. 


SASHEEN DECORETTE” 


and ‘““LACELON” are registered trademarks of Minnesota Mining and Manufacturing Company 


Tiinnesora JUfinine ano JVJANuFActuRING COMPANY 


» +» WHERE RESEARCH IS THE KEY TO TOMORROW NS 
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Brietly (continued) 


CAN THE DISCOUNT HOUSE AND FAIR TRADE CO-EXIST? CONGRESS WILL TRY IN 1959 to get 


some answers to that question, in planned investigations both in the Senate 
and the House. Groundwork was laid last July at public hearings held by 

the Senate Small Business Committee, at which 30 witnesses entered heated 
debate. "Discount house operation," the Committee understatedly concluded, 
"is not a subject everyone can view dispassionately." 


"DISCOUNT HOUSE OPERATIONS ARE ETHICAL," SAY SOME. "They provide the 
consumer with quality merchandise at low cost...Discount houses have a 
legal basis for cutting fair-trade prices, [since] the purchaser alone 
Should be able to control price...Discount houses reflect only the services 
the purchaser receives; purchasers who do not want credit, delivery or 
installation Should not be forced to pay for it." 


FAIR TRADE IS ETHICAL, DISCOUNTERS AREN'T, SAY OTHERS. "Primary purpose 
of fair trade is to establish ethical practices in the market place... 
discount houses [use] bait advertising, loss leader sales, switching... 
Fair trade is directed at safeguarding manufacturer's property rights 

in his trade name and good-will, [both of which] are irreparably damaged 
by irresponsible price cutting by discount houses...Fair trade does not 
stifle competition--it has contributed to the use of private brands, 
thereby increasing competition." 




















RETAIL JEWELERS OF AMERICA, INC., WILL FIGHT FOR A FEDERAL FAIR TRADE LAW. RJA will 


BRITAIN 


join with other groups, says Executive Vice-President Bernard N. Burnstine, 
to win a national law to replace sagging state statutes. A survey is being 
run by RJA to determine what interest manufacturers of jewelry-Store items 
have in a federal fair trade law. Congressmen have promised early hearings 
in Senate and House, probably starting next month. 


IS EXAMINING HER 700-YEAR-OLD HALL=-MARK LAWS, MAY UP=|DATE THEM. "We are 
investigating a system," says Sir Leonard Stone of the Board of Trade, 
"which has changed little since 1423...Devised to protect the public against 


adulteration of the gold and silver content of plate,...the hallmarking 
laws have been used for [too many] other purposes." 


GIA WILL CONDUCT 22 DIAMOND APPRAISAL COURSES IN KEY CITIES IN 1959. This is the 


SUNBEAM 


heaviest schedule since the Gemological Institute set up the plan in 1953. 
Tuition rate for each 5-day class is $90. Students have access to $12,000 
worth of equipment, hundreds of diamonds; they use GIA'S exclusive system 
for appraiSing color, clarity, make, finish and style of cut. Tentative 
reservations should be addressed to GIA, 11940 San Vicente Blvd., Los 
Angeles 49. Here's the schedule for January and February: New York, Jan. 
12-16; Philadelphia, Jan. 26-30; Boston, Feb. 2-6; Newark, Feb. 9-13; 
Charlotte, Feb. 23-27. Other dates will be given next month. 


IS TESTING A NEW "CONSIGNMENT" DISTRIBUTION PROGRAM FOR ITS APPLIANCES. Firm 
will consign small appliance lines to selected “distributor agents” in 
California, Oregon and Washington. These agents will serve dealers who 

have signed contracts with Sunbeam. No resale price maintenance will be 
involved, since the only sale is from Sunbeam to dealer. Dealer contracts 
will require display, advertising and promotional participation. Small 
dealers, who sell three or fewer Sunbeam appliances per month, will not 

have to sign contracts. 


DEALERS WILL BE FREE TO CHARGE ANY PRICES THEY SEE FIT. Only limitation 
made by Sunbeam is that dealers must not advertise off-premises (in media 
distributed away from the store) at "bait prices" i.e., prices "of more 
than a certain percentage below suggested retail price, which percentage 
figure will be announced later." 











VERY BRIEFLY--International Watch Co. of Switzerland has appointed Henri Stern 


Watch Agency of New York as exclusive U.S. distributor of itsS watches.... 
Revlon, Inc., large New York cosmetics maker, has purchased working control 
of Schick, Inc., has appointed John J. Reidy new Schick president....Joanna 
Wittenberg, one-time promotion executive for the Jewelry Industry Council, 
has been named executive director of the Ring Guild of America....E. W. 
Reynolds has moved its executive and distribution offices to Phoenix. 


JEWELERS’ CIRCULAR-KEYSTONE, JANUARY 1959 





Attracting buyers intent on wise purchasing, efficient merchandising 


and a rising sales curve. 


HERE’S WHY... 
* first with the most up-to-date gifts and decorative accessories 


(...more than 1500 lines in all) 


* first with quality and acceptance-winning trends in imported and 


domestic merchandise 


FEBRUARY I-12 


La Salle Hotel & Palmer House 


REMEMBER THE SHOW, REMEMBER THE DATES ...NOTE THEM ON YOUR 
CALENDAR NOW, SO YOU CAN PURCHASE EFFECTIVELY AT THIS FINE SHOW. 


EASTERN MANUFACTURERS AND IMPORTERS EXHIBIT, INC. 
220 Fifth Avenue, New York 1, N. Y. 


S. S. Sarna, President + Jack B. Orenstein, Vice President * William E. Little, Managing Director 
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3786 AMERICANA 


battery-powered, $40 retail 


Now they want “Early American” and 
Syrovo’s got it—two ways! With either 
battery-powered or 8-day jeweled 
movements. Tie-in with the style leader, 
the company whose business it is to 
stay on top of the trends. That would 
be Syroco, of course, the name that 
occurs to customers looking for deco- 
rative interest and dependable perform- 


permanent 
showrooms 


America’s 
Foremost 


Manufacturer 


UVLO 


of Decorative 
Ax CEeSssoOTrTies 
Since 


1890 


J 
o 


NEW YORK 22 
HIGH POINT 2 


1 Southern Furniture Exposition Building 


SYRACUSE ORNAMENTAL CO., INC. - DEPT. 


3788 FRENCH 
battery-powered, $50. retail 


3784 FLOWERS 
battery-powered, $50. retail 


3787 SPINDLE 
8-day, $30. retail 
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Fifth Avenue * CHICAGO 1526 Merchandise Mart * 


g OF TIMING 


3731 SCONCES 
$20. pair retail 


ance. These are but a handful of the 
new Syroco Wall Clocks illustrated and 
described in our 1959 catalog. Write for 
it today! 


Designs by Harry Laylon. Minimum 
order, new accounts, $100. All prices sug- 
gested retail, slightly higher in West. See 
Svroco at all jewelry, furniture, gift and 
housewares shows. 


LOS ANGELES 70717 Furniture Mart 
‘ DALLAS 269 Home Furnishings Mart 


J19 - SYRACUSE 2, N. Y. 


3783 SAHARA 
battery-powered, $30. retail 





Will courts give retailers tax break 
in Gellman-type sales? JITC may try 


‘Nobody but an idiot would buy 
10 watches from me to give his 
employees as when he 
could go a block away to a whole- 
saler and get the same 10 watches 
for the same purpose for 10 per 
cent less, even if I matched the 
wholesale price in the first place.” 


awards, 


So one retail jeweler bemoans 
the predicament in which he still 
finds himself, after two futile indus- 
trv pleas to the Internal Revenue 
Service for equal tax exemption 
with wholesalers in sales of items 
for prizes, premiums, awards and 
the like. 

The stage was set for this sad 
Minnesota, W hole- 
saler Nathan Gellman went to 
court to see if he had to pay the 
10 per cent excise on items sold to 


tale in when 


groups for use as prizes, ete. A 
UL. S. Appeals Court said he didn't 
have to pay. The IRS refused to 
honor the court decision, but when 
another wholesaler won a similar 
judgment, IRS capitulated, allow- 
ing tax exemption. Retailers as- 
their Gellman-type — sales 
were equally tax-exempt. “No!” 
said IRS; our ruling applies only 
Blow No. l. 

The Jewelry Industry Tax Com- 
mittee then asked IRS to recon- 
sider, on the grounds that the pur- 
pose of the sale, and not the type 
of seller, was the only just vard- 
stick for measuring tax-exemption 


sumed 


to wholesalers. 


eligibility. 

An answering letter to JITC 
from the IRS in late November was 
blow No. 2. “The position of the 
Service is |still] that the re- 
tailers’ excise tax applies to all 
sales made by retailers...” said 
the letter. ‘“ the Gellman and 
Torti 


decisions cannot be inter- 
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preted as meaning that the appli- 
cation of the excise tax must 
be determined solely with refer- 
ence to the particular sale, with- 
out regard to the nature of the 
vendor’s business. On the contrary, 
we believe the vendor’s busi- 
ness is a significant factor in de- 
termining the applicability of the 
az.” 


Your Move 


Next step in the jewelry indus- 
try’s hapless fight will be taken 





PEER PEERING: The Duke of Edin- 
burgh cranes his neck for a closer 
look at one of the clocks in the recent 
“pendulum to atom” exhibition in 
London. Exhibition was organized by 
British Clock & Watch Manufacturers 
Association to mark the centenary 
this year of the British Horological 
Institute. 


EYSTONE 


Jan. 17 at a meeting of JITC. 

Most likely move, says JITC, will 
be a court test of the IRS refusal 
to give retailers the same exemp- 
tion granted their competitors. 
Several cases are likely, among 
them one where a retailer bid on 
the sale of about 500 watches for 
a manufacturing concern, and won 
the sale against several wholesal- 
ers. The IRS said that if a whole- 
saler had won the bid, no tax would 
have been paid. But the retailer 
who won the bid had to pay the 
tax. 

Another possibility: an attempt 
to secure legislation from Congress 
exempting retailers from taxes in 
Gellman-type sales. This approach 
can’t be made until the House 
Ways and Means Committee con- 
siders excise tax law amendments, 
which may not be until 1960. Soa 
court test will probably be the 
quicker remedy. 


JVC warns jewelers 
color-treating of 
diamonds Is growing 


Unscrupulous gem dealers who 
artificially treat diamonds to neu- 
tralize poor color, and then _ sell 
them as natural stones, are doing 
an increasingly big business, says 
the Jewelers Vigilance Committee. 

More-scientific coloring methods, 
which replace the old indelible pen- 
cil and blue dve treatment, seem 
to have revived the practice. In one 
cyclatron and radium 
permanent 


of these, 
treatments impart a 
dark vellow, brown or green color 
to the stone. In another, sizable 
stones are coated in sucha Way that 
poor colors are absorbed or made 
neutral; this makes stones appear 
whiter and thus more valuable. 
JVC is trying to develop a simple 
test for jewelers’ use in detecting 
artificial coloring or 
far, only a spectroscope or certain 


coating. So 
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strong acids have been able to un- 
cover coloring and coating. 

JVC quotes Rule 36 of the Trade 
Practice Rules for the Jewelry In- 
dustry, which inhibits the sale of 
any diamond or other stone “arti- 
ficially colored or tinted by coating, 
irradiating, or heating or by use of 
nuclear bombardment, without dis- 
closure of the fact that such natural 
stone is colored... .” 

Merchants who have any doubt 
about whether a stone has been 
treated should require a statement 
from their supplier guaranteeing 
that the color is natural and un- 
altered, or that it has been colored 


if such is the case. 


Hot Pink gets nod at 

United Jewelry Show as 
buyers ready for spring 
Pink and 


remind you of 


If the terms Hot 
Aurora 
lipstick and the Northern Lights, 
some quick 


Borealis 
you'd better’ get 
fashion-consciousness. 

Because up in Providence, R. L., 
where 800 wholesale jewelers at 
the recent United Jewelry Show 
were stocking up for spring, Hot 
Pink and Aurora Borealis were 
far and away the strongest selling 
color lines. The “aurora” spec- 
trum of colors is being used in 
imitation pearls, in metal paint- 
ing, in plastic beads and earrings 


ye 


and stones. Hot pink is strongest 
shade, with yellow-into-orange 
and green next. 

Big items for spring shown at 
the eight-day show: manipulated 
bead multistrand necklaces and 


For the first time, exhibitors at 
the show were polled on sales 
trends. Here are some of the sur- 
vey results: 

@ Sample buying was the same or 
better than a year ago fer 78 per 
cent of exhibitors, slower for only 
22 per cent. Average increase: 25 
per cent. 

@ Average increase in number of 
new customers for each exhibitor 
was 6. Range was 0 to 15. 

@ Earrings were clearly the best- 
selling lines, followed by bracelets 
and pins. 

@ Pastel shades, but more vivid 
than last year’s, were in highest 
demand. Biggest color was _ pink, 
then white, gold and aurora bore- 
alis shades. 

@ Wholesalers were interested in 
better-grade merchandise. $1 items 
were still most popular, but $2 
ones gained in favor. 


earrings; 
textured 


twists; bunchy-type 
wide-cuff bracelets in 
bulky charm 
pins of all sorts. 

Show buyers generally showed 
less caution than a year ago, an 
indication that their stocks are 
in good shape. 

George R. Frankovich, execu- 
tive secretary of the show spon- 


metal: bracelets; 





CITY OF ANTWERP AWARD: “for outstanding leadership in the diamond 


industry 


... Robert A. Pond, president of A. H. Pond Co., Inc., is presented 


the “Premier Golden Medal Award” from Antwerp Burgomaster C. LeBon 


(left). 


Pond received a scroll printed from 17th Century wood blocks in 


Antwerp’s world-known Plantin Museum, was lauded for his role in the rede- 
velopment of the Antwerp diamond industry since World War II. Firm esti- 
mates Vice-President Roland Pond buys more top quality cut diamonds than 
any other individual in America. In photo are F. Raeymaekers (far left), 
president of the Diamond Exporters Association of Belgium, and M. Chasanov, 
European representative for Keepsake Diamond Rings (Pond’s big line). 
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sor, the Manufacturing Jewelers 
& Silversmiths of America, told 
the year-old National Association 
of Costume Jewelers that it 
should be cautious in setting up 
its planned group programs. He 
said any association activity must 
be popular with its members, 
‘apable of being financed, and 
must be legal. 


RJA, Bulova offer 
NYU managementcourse 


The 19th Retail Jewelry Store 
Management and Merchandising 
program, sponsored this year by 
the Joseph Bulova School of Watch- 
making, in cooperation with the 
Retail Jewelers of America, will be 
held Jan. 19-30 at the New York 
University School of Retailing. 

Program, which limits partici- 
pants to 25 from retail jewelrv 
stores, includes two full weeks of 
discussions, lectures, demonstra- 
tions, problems, field trips. Sub- 
jects include financial control, sales 
promotion management, merchan- 
dise management and information, 
and store operation. 

Instructors are NYU School of 
Retailing specialists, and jewelry 
industry executives and jewelers. 
Cost of the including 
tuition, room and breakfast for 12 
days, is $300. 

Applications should be _— sub- 
mitted to Dr. E. O. Schaller, Schoo] 
of Retailing, New York Univer- 
sity,, 100 Washington Square East, 
New York 3. 


course, 


400 Oklahoma jewelers 
shop state gift show 


The first exclusively-jewelry and 
gift show of the Oklahoma Retail 
Jewelers Association was held in 
October at the Skirvin Hotel, Okla- 
homa City. Co-sponsor was the 
Jewelry and Gift Travelers Asso- 
ciation. 

There were no business sessions 
or meetings at the two-day affair. 
Some 400 jewelers spent all their 
time shopping the exhibits of 47 
manufacturers, wholesalers and 
displayers. On display were every- 
thing from diamonds and _ silver 
and china to burglar alarms that 
cry out “Stop thief!” 

The Oklahoma RJA convention 
will be held in the spring. 
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Providence jewelers 
hold annual banquet 


A record number of members of 
the Providence Jewelers Club and 
their wives gathered Nov. 8 at the 
Sheraton-Biltmore Hotel for their 
annual harvest dinner dance. 

Walter Levy of Levy-Bayan Co., 
new president, welcomed guests, 
including Presidents Joseph Lavan 
of the Manufacturing Jewelers 
Sales Association; Richard Moore 
of the Diamond Peacock Club; 
William Smith of the Jewelers 
Board of Trade, and Isadore Pais- 
ner of the Manufacturing Jewelers 
and Silversmiths of America. 

Douglas C. Graham, immediate 
past president, was given an en- 
graved silver bowl, in apprecia- 
tion of his service. 

Arrangements were in charge of 
Herbert A. Denton, Jr., Sebastian 
P. Musco and J. Harry DeHaven, 
dance; Reginald White, Levy and 
Graham, reception; and Joseph 
McDevitt, White and William R. 
Miller, gift. 


Some gift-wrap charges 
Subject to excise tax 


Gift wrapping charges in some 
cases are subject to the retail excise 
tax, if taxable merchandise is in- 
volved, the Internal Revenue Ser- 
vice has ruled. 

Basically, the IRS ruling (58- 
902) declares that extra charges 
for gift wrapping of taxable ar- 
ticles are tax-exempt, if the cus- 
tomer has a choice of paying the 
extra charge and if the extra 
charge is shown separately, on the 
sales slip. This would apply wheth- 
er the customer has the item 
wrapped at time of purchase, or has 
it wrapped by taking it to another 
counter. 

However, if the merchant sells a 
taxable item already gift-wrapped, 
or at a price that includes gift- 
wrapping, the total amount be- 
comes subject to the tax. 

In another ruling (58-551), IRS 
says that the excise tax on jewelry 
applies to clasps or slides for so- 
called ‘“‘western-type” lariat or 
string neckties, regardless of the 
material from which they are made. 
Tax applies to the clasps or slides 
whether sold separately or in com- 
bination with the neckties. 











Jewelers assess the new FIC ad rules: 
“sorely needed,” but tough to enforce 


The nation’s advertisers three months ago were served a sort of 
subpoena by the Federal Trade Commission. 

FTC said simply that from now on advertisers must be honest in 
their advertisements. Briefly, it set down that a “reduced price” 
must mean an honest reduction from a seller’s “usual and customary 
price”; that “50 per cent off” types of sales must have no strings 
attached; that fake pre-ticketing is illegal. 

Jewelry industry advertisers, alarmed by recent evidence of con- 
siderable public distrust in their advertising, are eyeing the nine 
FTC rules hopefully. JC-K asked prominent retailers to comment 
on the rules. Following are five opinions: 


Mort S. Abelson, Newark, N. J., president of the Dr- 
amond Council of America—‘I feel that these FTC rules 
are most important to the industry and are very sorely 
needed I am certain that they can be enforced, as 
FTC seems to be increasing its efforts. The Diamond 
Council is compiling a list of suggestions to members 
that follows the pattern set up by the FTC regulations. 
Trade associations can also help reestablish jewelry 
store advertising as one of the more ‘believable.’ ” 


William S. Preston, Burlington, Vt., a vice-president 
of RJA—“FTC rules are needed very much. It would 
seem well to speed up the enforcement process a bit... 
Newspapers do not feel it is their duty to make ad- 
vertisers follow the rules; after all, they are looking 
for advertising dollars. This I am certain of: more 
people make successes by doing business ethically and 
within the law than those who do otherwise. So we are 
taking the easy way. It seems like good business.” 


Alvin B. Fink. Koanoke, Va., 1958 Brand Names Re- 
tailer of the Year—‘I believe some of the FTC rules are 
good and others unnecessary . . more should be done to 
curb the illegal use of the word ‘wholesale’ that discount 
and catalog houses use. This deceives the public. Jewelers 
in our area as well as other stores have and will con- 
tinue to use comparative prices as far as I can see. I 
don’t believe the FTC can control this at all.” 


Daniel W. Crone, president of S. & N. Katz, Baltimore a 
.. the FTC rules are badly needed. How they are 

going to be enforced is another story. Some big adver- 

tisers will have to be called on the mat before the 

smaller ones recognize the need for compliance ... The 

only way FTC will go after violators is that they be 

notified by someone like ourselves ... We would welcome 

a plan for local jewelers, but it would not work unless 

department stores did likewise.” 


Rudolph L. Sehindler, Sioux City, Towa, 1952 Brand 
Names Retailer of the Year—“Steps to encourage truth- 
ful advertising are essential to the preservation of in- 
tegrity in business. Some advertising has sunk to suc! 
depths that action was necessary Enforcement of 
the rules can probably only be achieved where violations 
are flagrant ... The real enforcement must come from 
within. Retailers must be willing to talk the problems 
out.”’ 


THE BUYERS BEWA RE More than T4000 alerted customers have sent 
letters and wires to FTC prote sting fake bargains since the rules were an 
nounced Oct. 10. “Many consumers have become aware that the 7) have been 
hoodwinke ag KT ( ; SAYS. sa buye r 18 he CONMLLINLGE ale rhe d fo thre price tricks, 2» ¢ bo 











NEW FACTORY FOR WYLER WATCHES: Wyler Watch Factory, Ltd., in 
Bienne, Switzerland, has begun operations in this new plant, which will double the 
the firm’s watch assembly production. Picture windows permit view of Switzer- 


land’s magnificent Jura Mountains. 


THE BRANDO OF COM- 
MERCIALS: Master Michael 
Lang, effective if diminutive 
new “salesman” on Elgin Na- 
tional Watch Co.’s filmed TY 
commercials, meets Vice- 
President S. D. Moorman and 
Ad Manazver (-rdoa Howard 
(right). Method Actor Mi- 
chael lunges for Da-Da's 
waterproof, shockproof Lord 
Elgin, whaps it on the bath- 
room floor, thumps it, knees 
it, finally dunks it in doggie’s 
water bowl, all to no one’s 
dismay save possibly dog- 
gie’s. Untrusting film studio 
asked Elgin for standby 
watches, found that a single 
watch held up redoubtably. 


TESTIMONIAL FOR TUVERI: The 
Golden Circle Club, social group for 
New York jewelry executives and 
sales personnel, named Arthur Tu- 
veri, center, as “Golden Circle Man 
of the Year” at a November dinner 
meeting. Tuveri, who is on the JC-K 
business staff in New York, accepts 
the plaque from Club’ President 
Louis Waldman. Vice - President 
George Kramer looks on. Last year’s 
“Golden Circle Man of the Year” was 
Michael C. Fina of Michael C. Fina, 
New York silverware firm. 





AH! MONARCHY: What could a 
Rajah of India do without his trea- 
sury? One thing he could not do; he 
could not supply Forstner, Ine., with 
diamond and_ oriental’ pearls 
needed to fashion this magnificent 
necklace. Kurt Gaupp, Forstner’s 
leading designer, took eight months 
to execute the costly bauble. 


JC-K 
PHOTO REPORT 


AN OSCAR FOR HENRY: Henry L. Blum, pioneer in export of French watches 
to the U. S., receives the coveted “Oscar for Export”—given by France to 
Frenchmen who have developed world markets for French goods—from Secre- 
taire de Finance Antoine Pinay. Blum helped found Sormel Co., which exports 
watches to four countries, also helped develop a conveyor belt to produce 100,- 
000 units per year for the U. S. market. He is president of Unimontre in Paris 
and of Watches of France in New York, both of which cultivate new markets. 
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State of the jewelry business—a new monthly feature in JC-K 


® Jewelers are men of ambivalence. 
They are involved not only in 
dispensing of love and 
beauty, but in operating their busi- 
with _ solid, 
astuteness. 


symbols 


nesses 
ground 


feet-on-the- 


To help jewelers better to dis- 
pense the love and beauty, we pre- 
scribe a sincere desire to spread 
good will. 

To help jewelers operate their 
businesses more profitably, we sug- 
gest studying the data at the right. 
A similar round-up of jewelry busi- 
ness trends will appear each month. 


IMPORTS: This section shows the 
value and/or volume of watch move- 
ments, diamonds, cultured pearls 
and imitation stones received from 
Trends here are 
studying; imports are a 
of the U. S. 


Source: U. 


worth 
sensitive 
jewelry 


overseas. 


barometer 
business. Depart- 


ment of Commerce. 


EXCISE TAX COLLECTIONS: 
The 10 per cent excise tax is col- 
lected on “jewelry” items sold by 
all Its ups 
and downs serve, however, as a clue 
to retail jewelers’ activity. These 
figures are prepared quarterly by 
the 


of merchants. 


classes 


Internal Revenue Service. 


VITAL STATISTICS: Cupid and 
the stork provide important 
markets, as jewelers well know. 
Watch the trends here, and see if 
vour sales of gifts for brides and 
babies coincide with the changes in 
number of marriages and births. 
Source: U. SS. Department of 
Health, Education and Welfare. 


BUSINESS FAILURES: The num- 
ber of firms going into bankruptcy 
is another clue to the state of the 
industry. Trends will be charted 
here on the failures in five indus- 
try groups. Source: Jewelers Board 


of Trade. 

DEPARTMENT STORE 
You compare 
trends 


SALES ; 
own 


can your sales 


with those of leading de- 
partment stores in three categories: 
fine jewelry and watches; silver- 
ware and clocks; costume jewelry. 


Source: Federal Reserve System. 


gift 


























IMPORTS 


Watcu MoveMENTS 

(quantity) 

0-1 Jewel 

27 Jewels 

8-15 Jewels 

16, 17 Jewels 

Over 17 Jewels 

\ll Watches 


Sept. 1958 


Sept 


572,693 
170,634 
5,016 
514,946 
2,714 
1,266,003 


DIAMONDS 


104,582 
$8,023,765 
68,972 
$7,126,917 


Uneut, bv carats 
Uncut, bv value 
(‘ut, bv carats 
Cut, bv value 


CULTURED PEARLS $713,853 


$885,403 


IMITATION STONES 





Jul.-Sept. 


EXCISE TAXES 1958 


1957 


$34,337 


AMOUNT COLLECTED 
(add O00) 





VITA 


L 
STATISTICS Oct. 1958 t 


NIARRIAGES 116,000 


372,000 


BIRTHS 





FAILURES Nov. 1958 Nov. 


(‘asH JEWELERS 1] 
INSTALMENT JEWELERS 3 
WatcH REPAIRERS 0 
W HOLESALERS 2 
MANUFACTURERS 0 


DEPARTMENT STORE SALES 
OCTOBER 1958 


Per ( ‘ent 
(hange 
from 
Jan.-Oct 


1957 





Per Cent 
(‘hange 
1rom 
Oct. 1957 
Fine jewelry, 
watches +17 
Silverware, 


clocks 


(‘ostume 
jewelry +) 


Dec. 10, 1958 


$.90' . 


Silver (0z.) 


Platinum (0z.) S77 


$52.00 





WHOLESALE JEWELRY 


SALES: The proportions between 


sales and inventory of wholesale 


jewelers can also lend insight to 


the jeweler in his appraisal of 


Dee. 10, 


1957 


672,728 
128.6083 
3,817 
734,517 
1.766 
041,511 


LOS.650 
211.395 
56.956 
282 O15 
H66,140 
570,162 


l.-Sept. 


$36,007 


1957 
116.000 


378,000 


1957 


Ss. 40 


OO 


Per Cent Jan.-Sept. 
Change 


Per Cent Jan.-Sept. 
Change 


Per Cent Jan.-Oct. 
Change 


Per Cent Jan.-Nov. 
Change 


L957 


Per 
Cent 
Change 


Jan.-Sept 
1957 


1958 


3.219. 15S 
773.840 
26,742 
396 02S 
1? SIO 
QIS USS 


3,113,083 
772,768 
31,609 
3,078,593 
14,768 
7,010,822 


731.048 
96,.619.054 
172.6015 
50.073.770 


720,205 
$50,738,779 
447,835 
$47 ,236,732 


$7,555,359 6.986.293 


Ss 710.43S 


$6,022,179 


Per 
Cent 
Change 


Jan.-Sept 
1957 


1958 


4.6 $122,410 $126.001 2.8 


Per 
Cent 
Change 


Jan al beet 
1957 


1958 


0.0 1,203,000 1.276.000 5.7 


1.6 3,505,000 3.550.000 Rom 


Jan.-Nov. Per Cent 
1957 Change 


1958 


135 114 
28 LS 

5 3 
23 2] 
37 $2 


+18.4 
+55.5 
+ 66.7 
+9.5 
11.9 


WHOLESALE JEWELERS’ SALES 
OCTOBER 1958 


Per Cent 
Per Cent (‘hangs 
(‘hang from 
Jan.-Odct 


1957 


Irom 


(det. 1957 


Sales tls 


Inventor, 


METAL PRICES-~-DECEMBER 10, 1958 


Per Cent Change 


.14 


32.5 


business generally. Figures are 


from Commerce Department. 


METAL PRICES: Prices come 
from Handy & Harman and from 


the Wall Street Journal. 











Zale now buys diamonds 
direct from Syndicate; 
Kay, Gordon’s expand 


Retail jewelry chains beanstalked 
to new heights of growth and ex- 
pansion during the past few 
months. 

Most dramatic advance was noted 
by Zale Jewelry Co., 108-store 
Dallas-based firm: it has_ been 
granted the singular honor among 
retail jewelry firms of being invited 
to purchase rough diamonds direct- 
ly from the redoubtable Diamond 
Syndicate in London. Syndicate is 
historically ultra-choosy about who 
“sights.” 
Ben A. 
customer 


it lets in to its 

Zale President 
notes that substantial 
savings can be effected under the 


Lipshy 


new buying plan. Gems will be cut 
and polished by Zale’s, he said. 
Net sales of Zale were $18.3 mil- 


Moore Profit with 
ideal System 


ey 








oo 


rae 
I ag 


$ 






Sample entries show 
how to keep this simple record 
f f 


Designed Especially for JEWELERS 


You'll see where to cut costs, where your 
Hest p THT opportunities are. when you 
keep your business and tax records in 


“do-it-yourself” book. No 
oOoKKeeping experience needed. KE speci- 
lly designed for jewelers and watch- 
Cpa er oe L'sed in thousands of jewelry 
stores. From America’s largest publish- 


this easy 


ers of simplified bookkeeping systems. 
Recon mende d by banke) = and account 
ants. Order from your stationer, $3.50 
and up. If he doesn’t stock, write for 
full information to The IDEAL SYSTEM 
2437 West Pico Blvd.., Los 


Company, 


Angeles 6, California. 
Now at most Stationers 





First Truly New 
Baby Gifts 


N in 20 Years! 


See Pgs. 16 to 25 
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lion for April-September ’58, 7.7 
per cent ahead of the like 1957 
period. Zale has declared a 25-cent 
dividend per share on its common 
stock, which is now listed on the 
American Stock Exchange. 


O. K. to owe Kay 


Kay Jewelry Stores, Inc., Wash- 
ington-based credit chain which 
now boasts 107 stores from coast 
to coast (it picked up 14 new ones 
in Oklahoma and Texas a few 
month ago, several others more re- 
cently), is celebrating its 43rd an- 
niversary. First store was in Read- 
ing, Pa. To note milestone, Kay 
held a nationwide sweepstakes con- 
test, gave the winner a 1959 Chev- 
rolet Corvette. Kay, which is also 
listed on the American Stock Ex- 
change, declared a quarterly divi- 
dend of 40 cents in December. 
Quality Jewelers, a 
comparative baby among 
added three new stores in the first 
two weeks of November, now has 
53 in seven states. ‘““‘We were ready 
to celebrate the opening of our 50th 
store,” President Harry Gordon 
laughs, “but before we could we 


Gordon’s 
giants, 


had opened three new ones.” Gor- 
don’s has doubled its size since 
1955, plans to open 10 or so new 
stores in 1959. Target for 1965: 
100 stores. It operates out of 
Houston, Tex. 


Swiss Watchmakers plan 
‘basic realignments”’ 
in 1959 ad campaigns 


More vigorous efforts to increase 
“self-purchase” watch 
to develop themes to capitalize on 
the “tremendous youth market of 
America,” will be undertaken by 
the Watchmakers of Switzerland 
in their 1959 merchandising, ad- 
vertising and publicity programs. 

“With new marketing studies be- 
ing completed,”’ Paul A. 
Tschudin, director of the Watch- 
makers of Switzerland Informa- 
tion Center in New York, “‘we have 
dug deeper into the basic factors 
that make for additional watch 
sales. 

“As a result, basic realignments 
are now occurring in the promo- 
tional and advertising efforts of 
the Watchmakers of Switzerland.” 

“We will work cut more complete 


sales, and 


Says 


programs,” 
Tschudin states, “to support the 


and comprehensive 
individual selling efforts of im- 
porters and distributors of Swiss 
jewel-lever watches in the United 
States. 

“|. We aim at increasing watch- 
sales in the areas of self-purchase 
of watches, and at the development 
of themes to capitalize on the tre- 
mendous youth market of Amer- 
ica.” 

Tschudin indicated that specific 
plans will be announced within the 
next 60 to 90 days. 


Sterling Guild plans 
Sales help for jeweler 
in ‘59 promotion push 

The retail jeweler who wants to 
sell more sterling to young America 
can count on lots of help in 1959, 
according to the Sterling Silver- 
smiths Guild of America. 

Big in the ’59 Guild promotion 
campaign are institute 
more merchandising efforts in be- 
half of the retail dealer. Dealer 
support of the first-year campaign, 
says the Guild, has been one of the 
strongest and most encouraging 
factors. More than 1500 dealers be- 
came “associate members” of the 
Sterling Silversmiths. 

Six efforts will dominate in 1959: 
1) Greater promotion of industry- 
wide merchandising ideas; 2) 
Continued major use of radio to 
reach the teenager and the recent- 
middle-class girl with the “Sterling 
is for Now—and for You” cam- 
paign; 3) Use for the first time of 
ads in Bride’s Magazine, Bride and 
Home and Modern Bride for the 
theme “Today’s smart brides start 
with sterling silver’; 4) Publicity 
focus in general-interest publica- 
tions; 5) Sponsorship of a second 
annual Sterling Silver Week; 6) 
Use of “‘surprise”’ ads on radio. 

In 1959, also, the Guild plans 
some shifting of emphasis in pub- 
licity material, with more stress on 
casual, every-day use of sterling. 
Ads will tell consumer of the craft- 
manship behind each sterling piece, 
historic background, of the story of 
sterling as a modern, adventurous 
metal. 

“Our program has long-range 
targets,” says Guild Vice-President 
John F. Ambrose. “Changing at- 
titudes takes time.”’ 


plans to 


Federation trustees honored at banquet 


the annual Federation dinner Nov. 
20 in New York. Federation oper- 
ates health and welfare agencies. 

Trustees are shown below (from 
left to right in each photo): 


More than 250 jewelry industry 
leaders paid tribute to their asso- 
ciliates who serve as trustees of in- 
stitutions supported by the Federa- 
tion of Jewish Philanthropies, at 


Jack J. Felsenfeld; Isadore Gratz of L. Gratz & Son; Hyman J. Cohen of A. 
Cohen & Son; and Harry B. Henshel and Samuel Epstein, both of Bulova Watch. 





Max Jacoby of Jacoby-Bender; Gen. Omar N. Bradley of Bulova; J. H. Schaeffer 
of Shiman Bros.-Colonial; Arthur Buxbaum of B. F. Hirsch; Paul Wyler. 


h» 


ow Manufacturing 


Oscar M. Lazrus of Benrus Watch Co.; Milton Weill of Arr 
Co.; Col. Harry D. Henshel of Bulova; Alexander Arnstein of Arnstein Bros. 


Jacob Baumgold of Baumgold Bros.; Julian Lazrus of Benrus Watch Co.; Jay 
Kay Lazrus of Benrus Watch Co.; Jack Witkoff. 


Joseph Baumgold of Baumgold Bros.; Stephen W. Hofman of Diamond Distribu- 
tors; Lawrence A. Wien; Henry Peterson of Feature Ring; John Ballard. 





Rabbi David Kahana; Leon Sokolik of Diamond Dealers Club: Max Corton of 
Diamond Trade Association; Max Elkon; Oscar Heyman of Heyman & Bros. 
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ANTIN’S 





IN NEW ORLEANS 


ANTIN'S WILL PAY 
MORE FOR YOUR 


Antique Jewelry 


p> because Antin's is located in a 
city that has for several centuries 
specialized in Antique Jewelry, 
Fine Silver and Objects of Art. 


B New Orleans is a “ready mar- 
ket". Convention Visitors crowd 
this city daily. They look for 
antique items and buy them, tool 


Watches Wanted—Any Make or Age 


Highest prices are paid for Antique 
Jewelry, Watches, Platinum, dia- 
monds, Sterling, etc. Your package is 
kept aside, for 10 days, subject to 
your approval of our remittance. 


Ref: Dun & Bradstreet: 
Bank, Morgan Branch, New 
Jewelers Board of Trade 


Whitney National 
Orleans, La. 


114 Baronne Street 
New Orleans 12, La. 


Antiques and Antique Reproductions 





Se 








You Can Bank On 


McGRAW 


Silverware Chests 


No. 926 


For steady, year round 
profitable sales. 


Choose from a wide vari- 
ety of styles and sizes to fit 
any plan for sterling, plated- 
stainless 


ware and promo- 


tions. 


Write today for illustrated 
brochure. 


McGraw Box Company 


INCORPORATED 
‘McGRAW ° NEW YORK 














grown by 
living 
oysters 


CULTURED 
PEARLS 


NECKLACES and 
EARRINGS 


at attractive prices 





JACK J. FELSENFELD, Inc. 


9 Maiden Lane, New York 38, N. Y. 





Prove to yourself how 
display 
service will create 
better selling win- 
dows. Only $8.70 
monthly for complete 
window display kit and 
over 400 matching 
price tickets 


Write for wre 


our monthly 


Edwin 


190 WEST 46th STREET, W.. 36, Gl. 9-3232 


need inc. 











ENCRUSTERS 


Stone and Gold Seal Engravers 
Precious—Semi Precious Stones 


HARRY BRAUNFELD 


Encrusting over a quarter century 
108 FULTON ST., NEW YORK 38, N. Y. 


Drilling, 








Birth of New 
Merchandise & 
Profits Revealed! 


See Pgs. 16 to 25 
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EAST 


s Benjamin Lazrus, president of 
Benrus Watch Co., has been named 
chairman of the jewelry division of 
the Muscular Dystrophy Association 
of America, Inc. Lazrus will organ- 
ize support for the program among 
members of the jewelry trade. 

=» Miles E. Robertson, president of 
Oneida, Ltd., Oneida, N. Y., presided 
at the recent luncheon of Associated 
Industries of New York State, which 
met to discuss the “Statutory Costs 
of Doing Business in New York 
State.” Robertson was elected chair- 
man of the board of Associated In- 
dustries earlier this year. 

e# Joseph H. Meyer was feted for 
outstanding leadership in the Federa- 
tion of Jewish Philanthropies by the 
costume jewelry industry at a dinner 
Nov. 25 at the Savoy-Hilton Hotel, 
New York. Gerald E. Rosenberger of 
Coro, Inc., is chairman of the trade 
drive for Federation, which provides 
money to operate 116 hospitals and 
social services for all races and creeds 
in the New York area. 

es Max S. Greenwald, sales manager 
of Norman M. Morris Corp., well- 
known New York watch distributing 
firm, has retired after 40 years in the 
industry. 

= Murray Siegel Jewelry Co., for the 
past 12 years at 2 W. 47th St., has 
moved to enlarged new quarters at 
220 Madison Ave., corner of 37th St. 
Owner Siegel recently returned from 
a buying trip abroad. 

es Irving Jay Schwartz, long-time em- 
ployee of Tenen New York 
maker of diamond jewelry, celebrated 
his 50th wedding anniversary Oct. 19 
with relatives and friends at the 
Commodore Hotel, Belle Harbor, L. I. 
Congratulations included a_ best- 
wishes message from President Ejisen- 
hower. Schwartz started in the 
jewelry business in 1895, has been 
with Tenen Bros. for the past 30 
years. 

=» The Corum watch line, imported by 
Tessco Jewelry, is the work of Ries, 
Bannwart & Co. Director Rene Bann- 
wart was a designer for Patek Phi- 
lippe for 20 years. 

=» Everett M. Patterson, chief of the 
Sulova Research and Development 
Laboratories, has been appointed 
chairman of the jewelry division of 
the 1959 New York March of Dimes 
campaign. 

# Joseph E. Judels, prominent jew- 
eler and diamond importer in Paris, 
France, and his wife celebrated their 
\0th wedding anniversary Dec. 22. 
Mr. Judels is intimately friendly with 
many New York diamond dealers. 
His wife is one of the few women 
ever to receive the coveted ribbon of 


3ros., 


>? 


Chevalier of the French Legion of 
Honor. for her work in helping re- 
store a village in Normandy which 
was devastated in the WW II inva- 
sion. New York diamond importer 
Fred M. Gottlieb was also a sponsor 
of the village restoration. 

a A new jewelry store, named Gem- 
craft, has opened at 60 N. Queen St., 
Lancaster, Pa. Partners in the busi- 
ness are Robert J. Williams, a watch- 
maker, and Mrs. Florence A. Johnson. 
= Carbino’s Jewelery Store in Mas- 
sena. N. Y.. is celebrating its 60th 
anniversary in business. Founder 
David Carbino set up watchmaking 
shop in 1898, later added a complete 
iewelry line. Present owner Irving 
Carbino, son of the founder, bought 
another store in 1945 in Ogdensburg, 
N. Y. His son David is associated in 
the business as president of A 1 TV 
and Appliance Corp., an_ affiliate. 
Other affiliate is Massena Service 
Corp., which installs and services va- 
rious electrical appliances. 

es S. Marsh & Sons, prominent New- 
ark, N. J., jewelry firm, celebrated 
its 50th anniversary in business re- 
cently, at a dinner party for execu- 
tives and employees. Firm was 
founded as a jewelry manufacturing 
business, later switched to wholesale 
operations. Retail sales were added 
in the mid-30’s. Founder was Samuel 
W. Marsh. His son Irving assumed 
the presidency after the founder’s 
death in 1952. Irving’s. brother 
Jerome is secretary-treasurer; his 
mother is vice-president. Firm has a 
branch store in Millburn, N. J. 

es Gen. Omar N. Bradley, chairman 
of the board of Bulova Watch Co. and 
of Bulova Research and Development 
Laboratories, has been elected a direc- 
tor of Food Fair Stores, Inc., Phila- 
delphia-based chain. Food Fair oper- 
ates 295 supermarkets in 10 states 
along the East Coast. Sales topped 
$600 million last year. General Brad- 
ley is a director of several other large 
corporations. 

es Columbia Jewelry Co., Hanover, 
Pa., has opened a branch store in 
the Clearview Shopping Center there. 
Branch manager is Wilson Nace, who 
has been with the firm 30 years. Firm 
owner is Samuel Frayne. 

ws The Jewelers 24-Karat Association 
of Western New York held its annual 
Thanksgiving Ball Nov. 25 at the 
Buffalo, N. Y., Trap and Field Club. 
Maurice L. Teibel was gift chairman. 
The Club has begun a membership 
drive. Members have also resolved to 
create a scholarship fund of $200 
each for five deserving area high 
school students. Purpose of the fund: 
to promote better public relations be- 
tween the jeweler and the public. 
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# Officers and directors of the Massa- 
chusetts & Rhode Island Retail Jew- 
elers Association met at the Uni- 
versity Club in Boston on Nov. 18. 
Discussions were led by Lee Elisen- 
berg, executive secretary of the Con- 
necticut RJA. 

e Thomas Long Co. Employees Asso- 
ciation held its annual dinner-dance 
and party at the Sherry-Biltmore Ho- 
tel recently. 

= Members of the “Thirty Club,” 
social organization of Greater Boston 
jewelers, met for dinner at the Hotel 
Somerset Dec. 1. 

a Officers and directors of the Boston 
Jewelers Club met under new presi- 
dent John Blackinton at the Hotel 
Statler Dec. to discuss plans for 
the annual banquet Feb. 7 at the 
Statler. 

e Some 200 members and guests at- 
tended the November meeting of the 
Horological Society of Massachusetts. 
Robert V. Hartman of Hamilton 
Watch Co. spoke on “The Electric 
Watch and the Watchmaker.” These 
new members were welcomed into the 
Society: Stanley Goldberg, Irene Ells- 
worth. Edward J. Carrier, and Theo- 
dore Kuzel. 

es The Johonnot Shop, 11 Milk St., 
Boston, has been redecorated. 

s Walter H. Levy, treasurer of Levy- 
Bayan Co., was elected president of 
the Providence Jewelers Club at an 
annual meeting Oct. 26. Levy suc- 
ceeds Douglas C. Graham of Bridge- 
port Brass Co. Other officers-elect: 
M. Morton Zisquit of Kestenman 
Bros., vice-president; William Miller 
of Carl-Art, Ine., treasurer, and 
Harry DeHaven of Van Dell Corp., 
Committee chairmen are: 
Angelo 


secretary. 
Arthur Sisson, nominating; 
DelSesto, house: Sebastian Musco, 
dinner-dance:; Lester Steiner, outing; 
Rueul Libby, publicity; Hugh Dick- 
son. sunshine: Albert Berghahn, gift, 
and Herman Kaplan, membership. 

a Long-time employees of Michael’s 
Jewelers in New Haven, Conn., were 
honored recently at the annual dinner 
of the firm’s 25-year club. Honored: 
William F. Turcotte, Mrs. Mildred 
Dunn, Benjamin H. Garston and Dr. 
Merle J. Mahoney. 

ws Levasseur Jewelers have moved to 
a new location at 302 North Main St., 
Manchester, N. H. 

» Maurice Levesque, jeweler in Ber- 
lin, N. H., has been elected president 
of the Berlin Chamber of Commerce. 
es Arthur N. Jennison, owner of the 
Arthur N. Jennison Photo, Gift and 
Jewelry Center, 23 Main St., Keene, 
N. H., has opened another store at 19 
West St., that city. Both Jennison es- 
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tablishments feature jewelry, dia- 
monds, glassware, china, luggage, 
gifts and photographic supplies. 

= Kettell, Blake and Read, jewelry 
firm at 387 Washington St., Boston, 
is celebrating its 100th anniversary. 
Ellsworth W. Read, present senior 
member and active head of the firm. 
is a former president and secretary 
of the Boston Jewelers Club, is active 
in Masonic circles. Firm is the larg- 
est emblem dealer in New England. 

® Roger E. Brassard, a leading 
jeweler in Manchester, N. H., was re- 
named a member of the Executive 
(Governor’s) Council in the recent 
state election. He will be the onlv 
incumbent member of the council] to 
return to the State House when Gov- 
ernor-elect Wesley Powell takes office 
in January. 
# Giftware Distributors, 61 Brom. 
field St., Boston, moved on Jan. 1 to 
new, larger quarters at 347 Congress 
St. 

# Charles G. Gill, formerly with 
Patrick J. Gill & Sons, 709-710 Wash- 
ington Building, Boston. has opened 
his own business, known as Charles G. 
Gill, Ine., Ecclesiastical Jewelers & 
Silversmiths, in Rooms 813-814 
Washington Building. 

#® Theodore’ Lilly, formerly with 
Thomas Long Co. in Boston, is now in 
the diamond department at Shreve, 
Crump & Low, Boston. 

# Bert Haverly, former watchmaker 
with Andy’s Jewelry Store, Norwood, 
Mass., has opened his own store, Hav- 
erly Jewelry, at 973-B Main St., Wal- 
pole, Mass. 

e Eugene Sanger, who recently re- 
tired from Sanger & Co., Washing- 
ton Building, Boston, will mark his 
94th birthday on Jan. 31, 1959. He 
is the oldest living member of the 
Boston Jewelers Club. 

ws Rose Marshall, head bookkeeper for 
Travis-Farber Co., 909 £4xJewelers 
Building, Boston, served as hostess 
to a party of underprivileged chil 
dren at the North Dorchester Wo 
men’s Club during the Thanksgiving 
holidays. 

ws Henry Desjardins, jeweler of Bev 
erly, Mass., and secretary of the Bev- 
erly Chamber of Commerce, was in 
strumental in having a large Christ 
mas tree erected and lighted for the 
season in Beverly Square. 

e Ferguson’s Jewelers in Norwich, 
Conn., celebrated its 63rd anniversary 
in business in October. Herbert J. 
Ferguson, son of the founder, is the 
present owner. 

es John Perry and daughters, Wash- 
ington Building, Boston, have remod- 
eled their premises. 





(WE NETTED 
$62,000.00 
AYS 


ae ee 


Starr Jewelers in suburban Phila., 
Pa., for whom we conducted this 
special sale acclaimed these 
results as "MIRACULOUS". 
This is typical of the kind of 
action a Brill & Colmes sale gets. 
If you have any problems, big 
or small, in raising cash, liqui- 
dating, running an AUCTION 
or RETAIL sale, or just want to 
sell out for cash, let's talk it over 
and plan NOW. 

Write + Wire * Phone Collect 


No Obligation © In Strictest Confidence 


BRILL & COLMES 


and Associates, Inc. 
Auctioneers and Sales Specialists 
45 West 45th St., N. ¥. 36, JU 6-2334 
Members Jewelers Board of Trade 
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LOUIS F. GUINESS, INC. 


373 WASHINGTON ST, S 
BOSTON 8, MASS. ~ 
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HARWILL Associated Auctioneers, 


exclusive jewelry auctioneers. Our service to 
you! To uphold your reputation and increase 
your cash reserve in shortest possible time. 


CONFIDENTIAL CORRESPONDENCE ASSURED. 


WRITE: TOWN HOUSE (BOX 827) 
Phone: Atlantic City 5-3609, Ati. City, N. J. 





You ll be Happy 
You Looked at 
These New Ideas 


__»y 
See Pgs. 16 to 25 











US 


WILL PAY A NICE 
BIG DIVIDEND 


You Will, Too, After You See 


the*Sensational New 


“INVESTMENT BONUS PROMO- 
TION” PRICED TO RETAILERS ON 
SPECIAL IMPORTER. ..MANUFAC- 
TURER COST BASIS TO UNDERSELL 
YOUR COMPETITORS PROFITABLY! 


AMBURGER Co., Inc. 


"The Nationally Known House 
of Fine Diamonds” 
22 West 48 St., N. Y. 36, N. Y. 


Phone: Plaza 7-8790 





{. ( ~ 
iy At Last! A Truly New, 
WW S$ Exciting ‘Teen Gift 
See Pgs. 16 to 25 








Jewelry Stocks Wanted 


Cash Within 24 Hours 
No Stock Too Large, Too Small 
China Old Gold 
Watches Sliver Platinum 
Jewelry Antiques Fixtures, etc. 
CALL COLLECT for CONSULTATION 


All Inquiries Strictly Confidential 


A. WEILER & CO. 
Established {880 
(Div. of M. Y. Finkelman Co.) 

29 E. Madison St., Chicago 2, Ill. 
Telephone: DEarborn 2-3407 
MEMBER 
Diamond Dealers Club of New York 
Jewelers Board of Trade 

REFERENCE: 
Your Local Bank 


Diamonds 
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=» A new apparatus for testing water- 
proof watches has been developed by 
Samuel Pliskin and Kermit Gosting 
of Barry’s Jewelers, Elkhart, Ind. In 
the test, a watch is suspended in a 
vacuum chamber, into which air is 
forced. If the watch is leaky, the air 
will get into the mechanism, and air 
bubbles will show when the watch is 
immersed in water. Watch cannot be 
damaged, since the air bubbles pre- 
vent water from entering during the 
test. Exact spot of leakage can be 
determined, and repairs made. 

# New owner Herbert J. Crawford 
has reopened Baumgartner Jewelry 
in Winchester, Ind. 

es Herbert Howard, jeweler in Peru, 
Ind., has been named city attorney. 
Howard was admitted to the bar in 
1921, but turned to the jewelry busi- 
ness 25 years ago. 

e# The consolidated Davis-Jenkins 
jewelry store in Richmond, Ind., has 
opened in enlarged, remodeled quar- 
ters at 827 Main St., site of the Davis 
store. 

#® Rich’s Jewelry in Effingham, IIL, 
has moved to a new location, in the 
Register Building at S. Banker St. 

# John Yurick has enlarged his store 
in the Reed & Aster Ave. shopping 
district near Akron, Ohio. 

#» Goodheart Jewelers has moved to 
215 S. Ohio St., Sedalia, Mo. Mr. and 
Mrs. Richard Goodheart are owners. 
# Gordon Lang, president of Spauld- 
ing & Co., Jewelers and Silversmiths, 
at 959 N. Michigan Ave., Chicago, has 
announced his company will purchase 
the two stores of Tatman, Ine. Tat- 
man store addresses are 625 N. Michi- 
gan Ave., Chicago; and 1636 Orring- 
ton Ave., Evanston, Ill. Tatman 
stores specialize in fine silver, china 
and crystal. Lang is also president 
of 150-year-old Loring Andrews Co., 
leading Cincinnati jewelry firm, 
which recently acquired Ratterman, 
Inc., another prominent Cincinnati 
firm. Ratterman will move its opera- 
tions to the Loring Andrews store, at 
27 W. Fourth St. New name is Lor- 
ing Andrews & Ratterman. 

# Budd’s Jewelry Co. has remodeled 
its store at 106 S. Burdick St., Kala- 
mazoo, Mich. E. M. “Ike” Jansen, 
store manager, heads a staff of 10 
sales personnel. 

s Gerson Jewelers has moved to 1250 
Washington Blvd., Detroit. Founder 
Sam Gerson is still active head of the 
firm. 

# Sherman Dickerhoof, Jr., salesman 
for the Ball Co. in Chicago, has been 
awarded the Diamond Certificate of 
the Gemological Institute of America 
for successful completion of GIA’s 
diamond training program. Dicker- 
hoof is a graduate of Bradley Horo- 
logical Institute, has been a Ball Co. 
salesman for eight years. 

= Daryl McCormack, president of 


McCormack Jewelers in Waukegan, 
Ill., has been elected president of the 
Plaza Merchants Association. He will 
be responsible for planning and exe- 
cution of the multi-store Plaza shop- 
ping center’s joint pregram. 

a The November luncheon of the Chi- 
cago Jewelers’ Association was held 
in the Crystal Room of the Palmer 
House. Members listened to Dr. Leon- 
ard Reifel, distinguished nuclear sci- 
entist in physics research at Illinois 
Institute of Technology. Dr. Rerfel, 
whose 105 staff scientists are at work 
on Air Force projects, discussed space 
travel, hydrogen bombs, rockets, and 
satellites. 

e John Biggins, formerly with Elgin 
Watch Co., has been given an honor- 
ary membership in the Chicago Jew- 
elers’ Association. Biggins also re- 
ceived a plaque from the Jewelers’ 
Association of Greater Chicago at the 
Morrison Hotel on Nov. 12. Presenta- 
tion was made by Benjamin L. 
Sacks, group executive secretary. 

a These new members have been ad- 
mitted to the Chicago Jewelers’ Club: 
Maurice M. Loman, attorney for the 
Jewelers’ Board of Trade; Hewey E. 
Mayer, diamond merchant; Maurice 
Harris, wholesale dealer at 59 E. 
Madison St.; Louis E. Sherman, man- 
ufacturers’ representative; and Rob- 
ert Kelley of Plainville Stock Co., 
Plainville, Mass. 

= The Chicago Jewelers Association 
has accepted the following two new 
members: Metals & Controls Corp., 
Attleboro, Mass., and Irving J. Seltz, 
Chicago representative for Auto- 
matic Chain Co., Providence, R. I. 
a New officers of the Golden Roosters 
in Chicago are: Sidney Geller, Chan- 
ticleer: Melvin Goldman, Keeper of 
the Nest Egg; and Fred Hertel, 
Seratcher. All were unanimously 
elected after a brief and humorous 
attempt by Robert Lieberman of 
Stein & Ellbogen to nominate from 
the floor a non-resident member, Rob- 
ert Hinden of Milwaukee. The latter 
accepted but the nomination was ruled 
out of order, as a non-resident mem- 
ber cannot be Chanticleer. 

s John D. Kaiser, manager of Mer- 
mod Jaceard King, jewelry store 
owned by the Scruggs-Vandervoort- 
Barney, Inc., department store in St. 
Louis, Mo., has been appointed divi- 
sional merchandise manager of men’s 
and boy’s wear at Vandervoort’s. 

» Bunde & Upmeyer, Milwaukee 
jewelry firm founded in 1880, is dis- 
continuing its retail jewelry business 
on Jan. 15. Firm will continue its jew- 
elry and watch repair service. Presi- 
dent Fred Gilomen said the move was 
dictated by pending retirements and 
illness of several key members, in- 
cluding Carl Hahn, co-owner and 
head of the silverware department. 
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THE 4% SOUTH 


@# Marvin C. Lunsford of Winston- 
Salem was elected president of the 
North Carolina Watchmakers Associ- 
ation at the group’s annual meeting 
in November. He succeeds D. G. Un- 
derwood, also of Winston-Salem. 
Other officers-elect: Norman Crump- 
ler of Smithfield, vice-president; 
L. Paul Mathis of Boonville, secre- 
tary-treasurer. Outgoing vice-presi- 
dent is Norman Lentz of Salisbury. 
Attendance was 75. Host group was 
the Winston-Salem Watchmakers As- 
sociation, a state affiliate. 

es Lou’s Jewelry has opened on Me- 
morial Parkway N., Huntsville, N. C. 
Owner is Burnett Haynes, who has 
been in the jewelry business, in Ten- 
nessee, for 15 years. 

e Irving Schwartz, owner of Royal 
Jewelers in Biloxi, Miss., will sell his 
business this year. He will probably 
return to Fort Worth, Tex., his home, 
to enter the auto parts business. 

e Galt & Bro., 156-year-old firm in 
Washington, D. C., has remodeled its 
store. Address is 607 13th St. N. W. 
2 Anthony’s Jewelry in Nashville, 
Tenn., operative for the past 11 years 
as Elliston Place Jewelry, has moved 
to expanded quarters at 2203 Elliston 
Place. B. E. Anthony is owner. 

e Ed Ferrell, Jeweler, has opened in 
enlarged new quarters at 1815 Main 
St., Jacksonville, Fla. 

e Castelberg’s has opened a branch 
store in the Harundale Shopping Cen- 
ter, Baltimore, Md. Manager is 
Jerome Lipman, who comes from Cas- 
telberg’s Mondawin Shopping Center 
branch. 


es Claude S. Bennett, Inc., jeweler in 


SOU 


s Jess Sovd, owner of Boyd Jewelers 
in Elk City, Okla., is chairman of the 
Beckham County Red Cross Chapter. 
es Weber’s Jewelers in Oklahoma 
City, Okla., began observance of thei 
13rd anniversary during October. 

2 Alvin’s Jewelers in Kansas City, 
Mo.. opened Oct. 23 in- remodeled 
quarters at 1204 Main St. Alvin 
Hurst is owner. 

e R. W. Randell has been appointed 
watchmaker at the downtown store 
of Froug’s in Tulsa, Okla. 

@# Stanley Bronner has opened a 
jewelry store at 1436 Stuart St., Den- 
ver, Colo. Firm name is_ Royal 
Jewelry. 

aWilson’s Jewelry has moved into re- 
modeled new quarters at 409% Main 
St., Guymon, Okla. Owner is Cecil 
QO. Wilson, who has been a Guymon 
jeweler for 18 years. 
ae M. J. Christensen, pioneer Las 
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Atlanta, Ga., will open a_ branch 
store in the planned giant regional 
shopping center at Peachtree and 
Lenox Rds., Atlanta. Completion date 
is set for Sept., 1959. One-third of 
the store space will be used for a 
“bride’s own room.” 

# Designs by Harriet, a jewelry shop 
specializing in hand-crafted items, 
has moved to 6239 Falls Rd., Balti- 
more, Md. 

# Friedman’s Jewelers opened a new 
branch store Nov. 28 at 106 N. Main 
St., Jacksonville, Fla. Jack Sideman 
is Manager. 

e The Greater Washington Retail 
Jewelers Association held its 11th 
annual banquet Nov. 2 at the Wood- 
mont Country Club. Donald Wolpe 
was banquet chairman. Group Presi- 
dent Arthur Sheinbaum of Melart 
Jewelers hosted the evening. All char- 
ter members were saluted in a special 
event. 

#® Adams & Ortman in Charleston, 
S. C., won a full case of imported 
champagne recently in the “floating 
bottle” contest sponsored by The Gor- 
ham Co. Gorham tossed numbered 
champagne bottles into the Atlantic 
and Pacific Oceans and the Great 
Lakes, sent a few corresponding num- 
bers to each dealer. Bottle-finders 
could bring their catch to any Gor- 
ham dealer, get a free place setting 
of a new-design silver pattern. If the 
bottle number matched one held by 
the dealer, the dealer got a whole case 
of the bubbly stuff. 

e Millard F. Davis Co. in Wilming- 
ton, Del., marked its 50th anniversary 


recently. President is Elwood Davis. 


awest uf 


been named presi- 


Vegas jeweler, has 
dent of a newly-organized insurance 
firm, the Transwestern Life Insur- 
ance Co. of Reno. Firm was organ- 
ized by 14 prominent Nevadans, in- 
cluding Rex Bell, lieutenant governor 
of the state. 

ws Russell EF. Black is new owner of 
Ray Moore’s Jewelry in Billings, Mont. 
Former owner Moore has been in 
Billings for 37 years, 
business for 50 years. He is retiring. 
= Miller’s Jewelers, 10-year-old firm 
in Sherman, Tex., has moved to new 
quarters at 119 N. Travis St. 

e Ueckert’s 30-year-old 
firm in Texarkana, Tex., has moved to 
215 Main St. Owners are Mrs. J. R. 
Ueckert, J. R. Ueckert, III], and Mrs. 
Charlotte Eason. 

e J. F. Wright has bought J. M. 
Johnson Jewelry on W. Spring St., 
Palestine, Tex. 


in the jewelry 


Jewelers, 


Give Your Customers 


XTRA UNO 


—— 
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Give Yourself 


Fait EXTRA SALES! 














AMBURGER Co., Inc. 


"The Nationally Known House 
of Fine Diamonds” 
22 West 48 St., N. Y. 36, N. Y. 


Phone: Plaza 7-8790 
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Information on our 


“INVESTMENT BONUS GROUP" 
PRICED TO RETAILERS ON 
SPECIAL IMPORTER... MANU- 
FACTURER COST BASIS TO 
UNDERSELL YOUR CCM- 
PETITORS PROFITABLY! 





Crystal Clear 











GLASS DISPLAY DOMES 
ndividually Packaged for Safe and Easy Handling 
For Covering Figurines Clocks Objets D Art 
Wedding Cake Ornaments Supplied with Walr 
hogany or Black Wood Finished Bases 


CLOCK DOMES 
iTHOUT BASES 
7” $2.50 
” 2.50 
2.75 
425 
§.25 
| Glass Protecto’' Watch 
| Dome with hook & hase 
. oe . ales 
¢ ea % dor 
$14.00 loz. $24 
All Prices Net Wholesal: 
Write for complete 


Crystal Glass Tube & Cylinder Company 
7317 South Chicago Ave., Chicago 19, Il 


FO. B. Chicago 
iet of sizes 





Truly New Gifts! 
Sentimental as 
The Wedding! 


See Pgs. 16 to 25 








MADDOCK & MILLER, INC. 


CROWN DUCAL Dinnerware FOLEY Bone China 
MASON’S Ironstone Ware BELLEEK China 


129 Fifth Avenue, New York 3, N. Y. 














; DIAMONDS | 


are a jeweler’s 


best friend! 


(ATT when 
he ties in with 


H. HAMBURGER’S FABULOUS 
“INVESTMENT BONUS 


PROMOTION” 


PRICED TO RETAILERS ON SPECIAL 
IMPORTER . . . MANUFACTURER 
COST BASIS TO UNDERSELL YOUR 
COMPETITORS PROFITABLY! 


Get the Lowdown on This High-Profit, 
Big Volume DIAMOND BUSINESS BOOSTER 





AMBURGER (Co., Inc. 


"The Nationally Known House 
of Fine Diamonds” 
22 West 48 St., N. Y. 36, N. Y. 


Phone: Plaza 7-8790 








For Your Convenience 
Use Our Easy 
Classified Coupon 
on page 159 
To Place an Ad 
JC-h 


Classified Section 














Importers of 


ENGLISH CHINA 
and 
EARTHENWARE 


Stock and Import 


FONDEVILLE & CO., INC. 


148 5th Ave.. New Yerk 10, N. Y. 
AL. 4-0104 








The Newest Bridal 
Gift in 20 Years! 








See Pgs. 16 to 25 


» Myron Everts, prominent Dallas 
jeweler, spoke on “Telling Time 
Through the Ages” at an October 
meeting of the Dallas Philological So- 
ciety. Illustrations of period clocks 
in his collection were shown. 

# Ring of Dallas, jewelry manufac- 
turing firm headed by Bert Ring, re- 
cently moved into a remodeled build- 
ing at Young and Ervay Sts., Dallas. 
# Vickers Jewelry in Mount Pleas- 
ant, Tex., has been bought by B. J. 
Wilson. 

es Durwin’s 
opened at 
Mayo Meadow 
Tulsa, Okla. 

es J. Walton Chenoweth, owner of 
Walton’s Jewelers in Tulsa, Okla., re- 
cently moved his business from 
Fourth St. and Boulder Ave. to 1442 
N. Lewis Ave., in the Springdale 
Shopping Center. Walton opened his 
original Tulsa store 20 years ago. 

e A jewelry and watch repair shop 
has opened in Moore, Okla. Owner is 
R. Hodges. 

e The Texas Jewelers Association, 
working with the Hardware and Fur- 
niture Association, has prepared a 
measure for introduction in the next 


Jewelry & Gifts has 
2144 S. Yale St., in the 
Shopping Center, 


=» Next Southern California Jewelers 
Golf Association tournament is sched- 
uled for Jan. 20 at the Irvine Coast 
Country Club in Newport Beach. 
Rudy <Apffel of Van Craeynest & 
Linzer is in charge of arrangements. 
# Davidson & Licht Jewelry Co. in 
Oakland and Hayward, Cal., recent- 
ly opened a third store at 1258 S. 
Broadway, Walnut Creek, Cal. Firm 
was established in Oakland 41 years 
ago; present headquarters are at 17th 
and Broadway. Manager of the Wal- 
nut Creek store is Carlton Licht. 

es Nelson Perry has joined S. M. 
Mickelson Co., wholesale jewelers at 
Mission St., San Francisco. He 
was formerly with the San Francisco 
division of the E. W. Reynolds Co. 


officers of the 


> 4 


a Newly-installed 
Southern California Guild of the 
American Gem Society are: George 
linley Jr., of Finley’s Jewelers in 
Compton, president; Wesley Savage 
of William H. Gilchrist Jewelers in 
Santa Barbara, vice-president; and 
Virgil Luke of San Bernardino, secre- 
tary-treasurer. 

es The California Retail Jewelers As- 
sociation board of directors met Nov. 
9 at the Sheraton-Palace Hotel in San 
Francisco. These new board members 
were welcomed: Robert McLaughlin 
of McLaughlin Jewelers in Petaluma; 
A. Porterfield of Porterfield Jewelry 
in Manteca; and Joe Houston of Joe 
Houston Jewelers in Sherman Oaks. 
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state legislature session, which if 
passed will prohibit misrepresenta- 
tion of “wholesale” sales and sales by 
non-retail firms at wholesale to em- 
ployees. 

= Construction has started on a new 
building for Wagner Jewelry Co. in 
the Wolflin-Georgia Shopping Cen- 
ter, Amarillo, Tex. Firm will con- 
tinue to operate at its downtown store 
at 8th and Tyler Sts. 

e The name of Raskin’s in Oklahoma 
City, Okla., has been changed to 
Kain-Raskin. Business was founded 
in 1920 by Harry A. Raskin, who re- 
tired in August, 1955, and sold to 
Norman Gordon & Associates. This 
year the business was moved to 208 
W. Main St., into remodeled quarters. 
Business is now wholly owned by 
Norman Gordon, who also operates 
Samuel Gordon Co., wholesale jewelry 
and diamond importing business. 

e Raul A. Gomez of San Antonio, 
treasurer of the Texas Watchmakers 
Association, has been awarded the 
certificate of Master Watchmaker by 
the Horological Institute of America. 
James F. Merriman, also of San An- 
tonio, has been awarded HIA’s Cer- 
tified Watchmaker title. 


® Ballard & Ballard, wholesale jew- 
elers in Los Angeles, recently held 
open house for friends in the trade 
to celebrate modernization and expan- 
sion of their offices. The 41-year-old 
firm is owned by Arthur Ballard, Sr., 
Arthur Ballard, Jr., and Daryl Bal- 
lard. Firm is a member of the Amer- 
ican Society of Appaisers. 

e A new Toyo Jewelry, has 
opened at Centinela Ave., Los 
Angeles. 

# Scheppler’s in San Francisco cele 
brated its Slst year in the industry 
recently. Founder was William Schep 
pler, whose sons Harold and Gus, the 
present managers, are the third gen 
eration to be active in the business. 
e Frank R. Campano Co., wholesale 
jewelers, recently to larger 
quarters at 604 Market St., San 
Francisco. Milo Braskamp has joined 
the firm as a salesman. 

e Marshall’s Jewelry store at 1023 
San Fernando Rd., San Fernando, 
Cal., has been purchased by Ben 
Levitt, from Mr. and Mrs. Fred Mar- 
shall. 

e Casa de Leon Jewelry Shop, owned 
by Mr. and Mrs. Leon Fielding, has 
moved to 145 E. Andreas Rd. in Palm 
Springs, Cal. 

es Friedman-Gessler Co. in Los An- 
geles has been authorized by the Gor- 
ham Co. as wholesale distributor for 
its Stegor Division, which includes 
silver plated flatware and stainless 
steel flatware lines. 


store, 


1543 


moved 
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Executive Appointments 








Don Whiting has been appointed 
advertising manager of the Toast- 
master division of McGraw Edi- 
son Co. Whiting was assistant ad- 
vertising manager. He replaces 
Philip Willman, who will concen- 
trate on product design for the 
large Illinois appliance firm. 


ae 


Charles W. Trout has rejoined 
Ltd. 
cial assignment to the 
Community Ltd. 


resigned as 


Silversmiths on 
Oneid. 
Trout 


Oneida spe- 
division. 
recently vice-presi- 
dent and director of sales of the 
Oneida Products Co., a World War 
II acquisition of Oneida Silver- 
smiths, and today a division of 
Henney Motor Car Co., Ine. 


D. H. Farrington, erstwhile presi- 
dent and chairman of Farrington 
Manufacturing Co., Needham, 
Mass., has and 
chief executive officer. The presi- 
dency, which becomes a separate 
office, goes to W. M. Tetrick, for- 
mer Avis Rent-a-Car president and 
since August vice-president of 
Farrington. Tetrick will be chief 
operations officer. Need for a sep- 


become chairman 


JEW ELERS 


aration of day-to-day operational 
responsibilities from broad policy 
functions dictated the move. Far- 
rington makes’ display boxes, 
jewel cases and other items. 


Harry B. 
for finance 
board of 


Henshel, vice-president 
and member of the 
directors of Bulova 
Watch Co., has been named execu- 
tive vice-president. Henshel joined 
the firm in 1938. He also serves 
as vice-president and director of 
the Bulova Devel- 
opment Laboratories, and as a 
vice-president of Bulova Watch 
Co. of Canada, Ltd. 


Research and 


AGS awards 40 titles, 
holds new gem class, 
has GE diamond samples 


The American Gem Society has 
awarded 40 titles since June, in- 
cluding 34 Registered Jewelers, 5 
Certified Gemologists and 1 Grad- 
uate Member (wholesale 

Other AGS 
completion of the 
tuted special two-week gem class 
in New York by 15 AGS members; 


publication of a new pamphlet on 


activity recently: 


recently-insti- 


the remounting of gems; publica- 
tion of advertising 
mats for members. AGS is 
offering to obtain small packages 
Electric man-made di- 


eight new 


also 


of General 


amonds for its members, if there 


is sufficient demand. 


Here are the new titleholders: 


Registered Jewelers: FE. W. 
O’Neil, 
Falls, 
Tulsa, 
Moon 


(;reat 
Messer, 


Britton. 


Crown Jewelry, 
Mont.; Charles R. 
Okla.; Albert E. 
Jewelry Co., Tallahassee; 
Jack V. Squires, Columbia City, 
Ind.; Ralph E. Braun, Xenia, 
Ohio; W. R. Gamble, Jr., Key 
West; John W. Lewis, Jr., Robert 
Pottsville, Pa.; 
Marlboro, Mass.; 
Jr., Willis 


Roger 


C. Green’s Sons, 
George Vassel, 
Ralph B. Sherwood, 
Jewelry Co., 
M. Levi, Kruckemever and Cohn, 
Evansville, Ind.; William _ V. 
Victoria, James C. 


Minneapolis: 


Barnes, 1. ex. ° 


Rogers, Louis Esser Co., Milwau- 











© itividends 
MAKE THE BIG 
DIFFERENCE | 


“INVESTMENT BONUS GROUP” 
PROMOTION PRICED TO RE- 
TAILERS ON SPECIAL IM- 
PORTER...MANUFACTURER 
COST BASIS TO UNDER- 
SELL YOUR COMPETI- 
TORS PROFITABLY! 


Find Out How From — 


H. H AMBURGER Co., Inc. 


"The Nationally Known House 
of Fine Diamonds” 


22 West 48 St., N. Y. 36, N. Y. 


Phone: Plaza 7-8790 
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EMERALDS .. ? 


Be Sure With Your 





Eureka Emerald Filter® 


Hold close to eye—Place stone 
near bright incandescent light. 


For distinction of Columbian and 
Russian emeralds from Chatham 
“Cultured” emeralds, soldered 
emeralds, and glass imitations. 





a 








Order 


Only $1 50 Today 


Please Remit Amount With Order 


Kureka Gem 
Instrument Co. 
528 Hathaway 


Houston 6, Texas 


(Dealer Inquiries Invited) 





ers, Minneapolis; Mrs. E. H. Mc- 
Intire, J. H. Henkes, Jeweler, Los 


| e * f ' kee; Sophie Welsh, Campus Jewel- 
* yi 
: Angeles; Daryl L. McCormack, 


RECHARGEABLE 


This revolutionary new flashlight is the 
perfect gift item appealing to everyone! 

' Handsomely designed in two-toned grey 
and golden finish. A natural impulse sel- 
ler . . . great traffic builder! Life-Lite re- 
charges when plugged into AC outlet. 
Never corrodes! A profitable, nationally 
advertised product. 


P.M. of Guiten industries, inc 


NEVER 
NEEDS 
BATTERIES! 


FOR IMMEDIATE PROFITS 


CONTACT YOUR WHOLESALER 


TODAY OR wRitt se 
Alkaline Battery Division : 
ulton. Industries, Inc. 


212 Durham Avg., Metuchen, N, J 





JOIN THE 
MARCH or DIMES 
i) @ @ Hl 





Discover How to 
Increase Your Bride's 
Gift Business | 


See Pgs. 16 to 25 | 


Zion, Ill.; Henry T. Spiegel, Rum- 
mele’s, Inc., Manitowoc, Wis.; 
Jack Grammar, Floyd’s Jewellery, 
Ltd., St. Catharines, Ont.; W. Nor- 
man Baker, Marietta, Ohio; Louis 
Michel, Morgantown, W. Va.; Mrs. 
Carol Vesely, Zantow - Ferguson, 
Inc.. Stamford, Conn.; Tom 
Davies, Falls City, Neb.; Norman 
L. Sharfman, Worcester, Mass.; 
Nicholas J. Ambile, George T. 
Springer Co., Portland, Me.; An- 
ton J. Boespflug, Saunders & Son, 
Alexandria, Va.; John Morse, 
Schwarzschild Bros., Inc., Rich- 
mond, Va.; Mrs. Florence C. Grice, 
Corry, Pa.; Raymond Brenner, Jr., 


Youngstown, Ohio; George C. 


Jessop, Jr., North Park, San Di- 
ego; J. E. Dugaw, Burnetts, Che- 
halis, Wis.; Richard Jessop, Jr., 
San Diego; Jack L. Moore, Wea- 
ver’s Jewelry, Inc., Durham, N. C.; 
Lawrence W. Anderson, Gurney 
Brothers, Brockton, Mass.; Dwight 
Lindquist, Rockford, IIl.; Robert 
Wulk. Thiet Jewelers, Whitefish 
Bay, Wis. 

Certified Gemologists: John W. 
Lloyd, La Junta, Colo.; Harold A. 
Phillips, New Paltz, N. Y.; Wil- 
liam A. Allen, Jacksonville; Jerry 
W. Franklin, R. D. Buttermore & 
Son, Parkersburg, W. Va.; Ed- 
ward J. Kosko, Fellin’s, Hazleton, 
ra. 

Graduate Member (wholesale): 
Edward Goldfarb, Jabel Ring 
Manufacturing Co., Irvington, 
N. d. 


—< 





Obituaries 











George Wesp, 58, vice-president of 
Fondeville & Co., Inc., New York 
Bavarian and other 
china, died Nov. 24. Wesp started 
his career in china in 1914 with 
Rosenthal of Selb, Bavaria, came 
to the U. S. in 1922 to open an 
American office of the firm. Since 
1945 he had been vice-president 
of Fondeville, was American agent 


importer of 


for Royal Tettau. 


Robert Raterman, 67, owner of a 
jewelry firm in Phoenix, Ariz., 
died Oct. 19. 


Harry Schulman, 68, a jeweler on 
Manhattan’s Lower East Side for 
55 years, died Nov. 7. He was the 
the family 
Jewel- 


second generation of 
which founded Schulman 
ers, Inc. He helped found the East 
Side Philanthropic In- 
stitute. 


Jewelers’ 


Robert G. Schusterman, 40, former 
co-manager of Roberts Jewelers 
in Zanesville, Ohio, and a 
president of that town’s Junior 
Chamber of Commerce, died Nov. 
29. 


past 


Germann Bruder, 74, a platinum- 
smith with Englehard Industries 
for more than 50 died 
Nov. 9. 


years, 


Frank E. Olberding, 56, manufac- 
turing jeweler in Cincinnati, died 
Nov. 11. 


Norman G. Gerry, 49, representa- 
tive of Benrus Watch Co. in Okla- 
homa, died recently in Greenwood, 
Miss. 


William Weitzel, 83, a director of 
Arthur A. Everts Co., Dallas, Tex., 
died Sept. 23. A native of Cape 
Girardeau, Mo., Weitzel joined the 
Everts firm in 1899. He was a 
recognized authority on gems. 


Edmund F. Burke, 67, a Boston sil- 
versmith for 40 vears, died Nov. 
9. He operated E. F. Burke Co. 


Otis B. Billmver, 58, jeweler for 
Ephrata 
Oct. 22. 


stores in 
Pa., died 


35 years with 


and Hamburg, 


George A. Burgeson, 69, owner of 
George A. Burgeson Jewelry Co. 
in Nashville, Tenn., died Nov. 28. 


Louis G. Kramer, 78, jeweler in 
Buffalo, N. Y., for more than 60 
vears, died Nov. 20. 

George Marienthal, 59, district 
sales manager of Swank, Ine., in 
the Chicago area, died Nov. 13. 


George W. Davis, 79, eastern sales 
representative for Russell Har- 
rington Cutlery Co., Southbridge, 
Mass., died Dec. 7. He had been 
with the firm for more than 50 
vears. 

CIRCULAR-KEYSTONE, JANUAR) 


7 scr cr 
EWELERS 





COMING EVENTS 
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1-9—-Atlantic City China & Glass 
Show Convention Hall. 

5-8—Southern Trade Fair, Dinner 
Key Auditorium, Miami. 

5-8—Gift Jewelry, Toys 
venirs, Biscayne’ Terrace, 
Beach. 

10—Chicago Jewelers Association 
annual banquet, Conrad Hilton Hotel. 

11-14—Pittsburgh Gift Show, Penn- 
Sheraton Hotel. 

12-16—-Winter Market, The At- 
lanta Merchandise Mart, Atlanta. 

17-24 Karat Club of the City of 
New York annual banquet, Waldorf- 
Astoria Hotel. 

18-23—48th California Gift Show, 
Ambassador and Biltmore Hotels, 
Brack Shops, Merchandise Mart, Los 
Angeles. 

18-23—-New York Lamp & Home 
Furnishing Accessories Show, Hotel 
New Yorker and Trade Show Build- 
ing. 

19-22—-Southeastern China, Glass 
& Gift Show, Atlanta Biltmore Hotel] 
and Municipal Auditorium, Atlanta. 

25-28—Washington Gift Show, Ho- 
tel Willard. 

26-28—Amarillo Gift Show, Her- 
ring Hotel, Amarillo, Tex. 

25-28—Carolina Gift Mart, Caro- 
line Gift Mart, Radio Center, Char- 
lotte, N. C. 

25-29—Parker House Gift Show, 
Parker House, Boston. 

26-30—17th California Lamp, Pic- 
ture & Accessories Show, Biltmore 


Hote! Los 


& Sou- 
Miami 


Angeles. 


F EBR U A R Y 


1-2—Third Annual Mississippi Jew- 
elers Management Conference, Uni- 
versity of Mississippi. 

1-4— Buffalo Gift Show, Hotel Stat 
ler Hilton. 

1-4—Western China, Gift, 
Jewelry, Toy, Stationery and House- 
wares Show, Brooks Hall, Western 
Merchandise Mart, San Francisco. 

1-6—Furniture, Lamps and Acces- 
Show, Civic Auditorium, San 
Francisco. 

1-12—Chicago Gift Show, LaSalle 
Hotel and Palmer House. 

7—Boston Jewelers Club 
banquet, Hotel Statler. 

8-11—Portland Gift Show, Public 
Auditorium, Benson and Plaza Hotels, 
Portland, Ore. 

15-18—Cleveland Gift Show, Hotel 
Statler-Hilton. 

15-18—Seattle Gift Show, Civie Au- 
ditorium, Olympic and New Washing- 


Glass, 


sories 


annual 
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ton Hotels, Terminal Sales Building, 
Seattle, Wash. 

21—-Tola Tumbleweeds semi-annual 
membership meeting, Hotel Adolphus, 
Dallas. 

21-25—Allied Gift and Jewelry 
Show, Hotel Adolphus, Dallas, Tex. 

22—-Tola Tumbleweeds reception 
for jewelers, Hotel Adolphus, Dallas. 

22-27—New York Gift Show, Hotel 
New Yorker and Trade Show Build- 
ing’. 

MA R C H 

8-11—Denver Gift & Jewelry Show 
(spring), Hotel Albany. 

§-12——Boston Gift Show, Hotel 
Statler and First Corps Cadet Ar- 
mory. 

15-18 Philadelphia Gift Show, Ho- 
tel Benjamin Franklin. 


21—Manufacturing Jewelers & Sil- 


versmiths of America annual banquet, 
Statler-Hilton Hotel, Boston. 


A PR iitL 
26-May 5 
Germany. 
11-21—-Swiss Industries Fair, Basel. 
Switzerland. 


MA Y 

8-19—U. S. World Trade Fair, Coli- 
seum, New York. 

17-22—New York Stationery Show, 
Hotel New Yorker. 

30-31—Watch Material Distributors 
Association of America annual con- 
vention, Drake Hotel, Chicago. 


» fo % 
5-7—Texas Watchmakers’ Associa- 
tion annual convention, San Antonio. 


> 2 &: F 
19-23—Retail Jewelers of America, 
Inc., Chicago convention and trade 
show. 


AUG US T 
9-13—Retail Jewelers of America, 
Inc., New York convention and trade 
show, Waldorf-Astoria Hotel. 
30-Sept. 2—Retail Jewelers of 
America, Inc., Pacific Jewelry Show, 
Statler Hotel, Los Angeles. 


SEPTEMBER 
5-9¥—Allhied Gift & Jewelry Show 
(fall), Hotel Adolphus, Dallas. 
20-23—Denver Gift & Jewelry 
Show (fall), Hotel Albany. 
27-29 — Phoenix Gift & Jewelry 
Show, Westward Ho Hotel. 





Hanover Fair, Hanover, 


get a 
~ niceBla 
dividend for yourself ¥ 
and your customers! 
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Watch fee TULL CLC LE 
BRILLIANT 


“DIAMOND INVESTMENT 
BONUS GROUP” 


PRICED TO RETAILERS ON 
SPECIAL IMPORTER...MANU- 
FACTURER COST BASIS TO 
UNDERSELL YOUR COMPETI- 
TORS PROFITABLY! 


WTA LLL A 
of Fine Diamonds” 


22 West 48 St., N. Y. 36, N. Y., 


RN Phone: Plaza 7-8790 
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See Editorial 
Index for 
1958 


Pages 95 to 102 





JET STREAM SERVICE 


Newly designed Certified 
Wedding Rings are being 
produced on new efficient 
machines which guarantee 
quick service with no in- 
crease in price. I8K for export. 
CERTIFIED METALS CO | A dads ear 
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Greatest Teen-age Idea 
Since the Phone 


See Pgs. 16 to 25 











MARTY MILES BILL PLAFSON 


COMBINED 


INTO ONE GREAT 
SALES ORGANIZATION 


JDEAS 


“UNLIMITED” 


SALES PROMOTIONS 
INCENTIVE 
SALES PROGRAMS 


( NOW GIVES 








MR. JEWELER 


WHEN WE CONDUCT 
YOUR SALE! 


WE GUARANTEE 


4k TRAFFIC & VOLUME 

+ MINIMUM EXPENSE 
* PROFITS & GOODWILL 
4 TRAINED PERSONNEL 

# PERSONAL SUPERVISION 


1 RESULTS! 


OVER 1,000 


SUCCESSFUL SALES IS 

YOUR ASSURANCE AND 

OUR GUARANTEE FOR A 
SUCCESSFUL SALE 


IDEAS 


"UNLIMITED" 
842 WEST FLAGLER ST. 
MIAMI, FLA. 


PLAZA 7 FRANKLIN 
7-2973 4-3030 
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News of Personnel 








Joseph E. Kloville has been ap- 
pointed southeastern territory repre- 
sentative for Barrasso and Blasi, 
Newark, N. J., jewelry manufacturers. 
Kloville will make his headquarters 
at 2025 Peachtree St., Atlanta. 


Ronald E. Weaver 


Ronald E. Weaver has been ap- 
pointed product manager for electric 
clocks at Westclox division of General 
Time Corp. He has served as a sales- 
man and a divisional sales manager 
since joining Westclox in 1952. 


Enesco Imports, Chicago giftware 
importing firm, has appointed two 
new sales representatives: 

Oneida unveils its 
melamine dinnerware 

The dinnerware division § of 
Oneida Silversmiths is making its 
formal debut melamine din- 
nerware manufacturer at the At- 
lantic City China and Glass Show 
Jan. 4-9 at Convention Hall in 
Atlantic City. 

Top Oneida executives will man 
the silverware firm’s two booths at 
the show, will heighten interest in 
the new line by offering all visitors 
a chance at a door-prize sterling 
tea and coffee service. 

The new melamine is made from 
scratch at one of the firm’s plants 
in Oneida, N. Y. 


as a 


Poll shows watchmakers 
use, like WMDAA catalog 


A decisive 97 per cent of watch- 
makers who have used the official 
parts catalog compiled last year by 
the Watch Material Distributors 
Association of America consider it 
useful, and would like to be on 
future WMDAA mailing lists. 

This testimonial comes from 
answers given by 177 watchmakers 
to a survey made recently by 
WMDAA to find out how watch- 
makers feel about the catalog. Some 


Gene Freedman_ will represent 
Enesco in Wisconsin, Michigan, Ohio, 
Indiana, northern Kentucky and west- 
ern Pennsylvania. He was formerly 
with Freedman-Mathews of Milwau- 
kee. 


William Bergstein, a veteran of 
Enesco’s sales department, will now 
represent the firm in Illinois, Mis- 
sourl, Kansas, Nebraska, Colorado 
and Iowa. 


Charles W. Melchoir has been ap- 
pointed West Coast sales representa- 
tive for Maurice Spain & Sons, New 
York manufacturer of 14K gold and 
platinum jewelry and novelties. Mel- 
choir’s territory will include El Paso 
and Denver. 


Gilbert L. Phillips has established 
himself as New York representative 
to jewelry and giftware wholesalers. 
Recently with Phillips Buttrick, Inc., 
he has been with Owens Brush Co. 
and the plastics division of E. I. du 
Pont de Nemours & Co. 


— Se —_—$—$ $$ ———s 


50,000 copies of the 404-page book 
have been distributed free to jewel- 
ers and watchmakers since publica- 
tion in June 1957; several thousand 
more have been sold for $2.50 each. 

Other answers by the 177 survey 
respondents: 172 liked the “genu- 
ine’ TV advertising plan set down 
in the catalog; 173 thought a 
Genuine Watch Parts window em- 
blem was worthwhile; 161 said the 
catalog influenced them to buy from 
WMDAA wholesalers. 


Hanover Fair is largest 
German jewel showcase 


The Hanover German Industries 
Fair, scheduled for April 26-May 5, 
is the most complete and largest 
showplace in Germany for the 
watch and jewelry trades. 

More than 40 German wrist 
watch makers and 100 makers of 
travel and specialty clocks and 
watches will have exhibits there. 
There will also be offerings of 
watch cases, watch bands, precious 
and imitation jewelry, stones and 
antique gold and silverware. 

Fair information can be ob- 
tained from the German-American 
Trade Promotion Office, Suite 6900, 
Empire State Building, 350 Fifth 
Ave., New York. 
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Ansco Markets New Camera Line 
Features ‘Lancer’ Outfit at $19.95 


Ansco’s new line of cameras and 
camera outfits are designed and priced 
to encourage picture taking, Robert 
Sonnen, marketing manager of the 
amateur products section, said. 

The new line includes two new sim- 
plified 127 size cameras, a 620 size 
“Snapshot” camera and two new 
Ansco Memar cameras with f/2.8 lens 


Ansco % 
LANG ER 


Se, 


(one with a coupled range/ viewfind- 
er). 

Above, the Ansco Lancer camera 
outfit features the Ansco Lancer 
camera with f/8 lens, simplified 
“color” and “black-and-white”  set- 
tings, adjustable shutter speeds and 
a double exposure prevention device. 
A clip-on type battery capacitor 
flash unit, a roll of 127 Ansco Pan 
film and four M2 flash bulbs com- 
plete the outfit which retails fo 
$19.95. 

From Ansco, Binghamton, N. Y. 


Columbia Offers ‘Imperial’ Line 
Of 14K Seamless Wedding Rings 


A complete line of 14K gold seam- 
less wedding rings was introduced 
by the makers of Columbia Tru-Fit 
Diamond Rings at their recent semi- 
annual sales meeting. 

“Our ‘Imperial’ wedding ring line 
is a complete one,” Seymour P. Sadev, 
national sales manager said, “rang- 
ing from plain half rounds to two- 
tones, hand-engraved numbers and 
Italian finishes. And backing the jew- 
eler is a 24-hour service policy that 
will provide him with the ring he 
wants in the size he needs immedi- 
ately.” 

Included in Columbia’s merchandise 
expansion are lines of diamond pen- 
dants, pearl rings and ‘Princess”’ 
rings. 

Contact Columbia Diamond Rings 
division of Axel Bros., Ine., 134-20 
Jamaica Ave., Jamaica, N. Y. 


Gina and Eterna team up 
for display card performance 


The beauty at 
right is movie 
star Gina Lollo- 
brigida. The 
watch she is 
wearing is’ the 
Eterna e Matic 
“Golden Heart.” 

They are both 
featured on a 9 
by 12 inch display 
card now avail- 
able to retailers. 

The four-color 
card is designed 
to tie in with 
Eterna’s national 
consumer adver- 
tising campaign. 

Contact Eterna 
Watch Co. of 
America, Inc., 677 
Fifth Ave., New 
York. 


Gemex offers six free bands 
with display assortment of 36 


This lighted counter or window dis- 


play holds 36 watch bands and comes 
with six additional free bands. 


In celebration of its 42nd anniver- 


sary, Gemex Is offering the jewele 
his choice of six free watch bands, re 
tailing at up to $12.95 each, with this 
display and an 
bands. The unit displays 16 bands and 
stocks 20 more in two hidden com- 
partments in the rear. Each band is 
packaged in Gemex’s new “Black 


srilliance” case. 


assortment of 36 


The 42 band assortment (including 
six free) costs retailers $297.80 Key- 
stone. Depending upon the selection of 
the six free bands, the assortment has 
a retail value of up to $328.75 FTI. 


Contact Gemex Corp., Union, N. J. 


AGS Offers New Streamlined, 
All-Aluminum Diamondscope 


This new streamlined model of the 
Diamondscope is now available to 
Registered Jewelers of the American 
Gem Society. 

It is the third and latest design of 
an instrument the AGS has been leas- 
ing for almost 20 years. 

The trademarked Diamondscope, 
which can be used both as a sales 


aid and a laboratory instrument, has 
a system of lenses and illumination 
that enables the jeweler to judge the 
body purity and cut of diamonds and 
other transparent gems. 

Features include: an 
lighting system, an optional overhead 
light source for examining ring mount- 
ings, and a device by which magni- 
fication «an be altered without re- 
focussing. The entire instrument has 
been restyled in aluminum. 

Contact American Gem Society, 


3142 Wilshire Blvd., Los Angeles. 


improved 


Survey reveals expenditures 
of ‘Life'-reading households 


The averaye U.S. ho isehold spends 
$19 a year on jewelry and watches; 
the average Life - magazine - reading 
household spends $24. 

That was one of the conclusions 
published in Volume Two of Life’s 
study of consumer expenditures, show- 
ing the total dollars spent in con- 
sumer markets by Life-reading house 
holds. 

The survey, under the direction of 
Alfred Politz 
showed that the average issue of Life 
magazine reached 31 per cent of all 
households and that these households 
accounted for 39 per cent of the total 


Research, Ine... also 


consumer expenditure for jewelry and 
watches. 





Vari-Matic and Tankontrol 
introduced by L & R Mfg. Co. 


4 


A new automatic watch cleaning 
achine with controls that can vary 
time cycles in each solution and 
ating chamber has been intro- 

lL & R Mfg. Co. 
the Vari-Matic, the new unit 
advantages of the 
R automatic watch cleaning ma- 
and also enables the watch- 
control the time cycles in 
aning, rinsing and drying 


ail the 


y him more precise con- 

the company Says. 
» complete the system, L & R has 
Tankontrol. It 
he company says, for 
nat could switch 
from the ultrasonic 


developed the 
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vyenerator to either the L & R watch 

anny machine or the L, & R trans- 
ducerized tank for jewelry cleaning 
without the time-consuming chang- 
ing of plugs. Both the Vari-Matic 
and the Tankontrol come in matching 
pastel preen. (In the photo, above, 
I. & R president Max A. Lazarus 
demonstrates the new units.) 

Contact L & R Mfg. (A.. 577 Elm 
St., Kearny (Arlington), N. J. 


Tarnish preventing preparation 
now comes in 3-jar container 

“Silva-Crystals,” a preparation that 
is said to prevent silver from tarnish- 
ing without ever touching it, is now 
being offered in a three-jar container 
for $2.25. 

A jar of the crystals, when placed 
next to silverware, will absorb the 
tarnishing elements from the air. 
When the crystals are “worn out,” 


a a 
lua-Crys 
STOP ENDLESS 

SILVER 

POLISHING! 


, 


they can be renewed by drying out in 
an oven. 

Contact Grey Industries, Inc., 19 
48th St., New York. 
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Fiex-Let velvet cylinder display 
holds six ‘Fashion Angle’ bands 


This black velvet cylinder display 
holds six “Fashion Angle” watch 
bands. Flex-Let is offering it to re- 
tailers with an assortment of nine 
bands (three each of three different 
styles). 

Contact Flex-Let Corp., 580 Fifth 
Ave.. New York. 


Auto alarm offers protection 
to traveling jewelry salesmen 


Jewelry salesmen and manufactur- 
er’s representatives who carry large 
quantities of expensive jewelry with 
them in their cars will be especially 
interested, Gregory Sales Co. says, in 
a “Police Auto Alarm.” 

The device attaches inside the hood 
of a car and sets off the horn the 
minute anyone tries to tamper with 
any part of the automobile. The manu- 
facturer says it’s easy to install and 
offers a 10-year guarantee with it. It 
retails for $9.95. 

Contact Gregory Sales Co., 316 
Marion Bldg., Cleveland. 


New Zippo lighter catalogue 
features company’s full line 

A new full-color catalogue designed 
especially for the retailer and illus- 
trating its complete line of lighters 
is being offered by Zippo Mfg. Co. 

The six-page catalogue features 
Zippo’s regular as well as_ sports 
models, sterling silver models, 10K 
gold filled and 14K gold models. Other 
styles are leather-covered or deco- 
rated with military or fraternal em- 
blems. Prices of the lighters range 
from $3.50 to $175 retail. 

Contact the advertising department 
of Zippo Mfg. Co., Bradford, Pa. 


Kinney Co. says they're first: 
Earrings for political campaigns 


The Kinney Co., emblematic jewelry 
manufacturer, 123 Stewart St., Provi- 
dence, R. I., claims to be the first 
firm to make earrings for political 
purposes. 

The earrings, above, were ordered 
from the company by one of the can- 
didates in the recent Rhode Island 
election. 


Feature Ring Co. helps jeweler stage successful promotion 


The man in the picture, above, is 
Bill Goldblatt of Greenwold Jewelers, 
Long Island, N. Y. He is smiling not 
only because he is standing next to 
some very pretty girls, but also be- 
cause his store has just completed 
one of its most successful promo- 
tional events. 

The promotion was developed with 
the aid of Feature Ring Co., sponsor 
of the annual “America’s Queen of 
Diamonds” contest. Goldblatt ar- 
ranged for a special float to be part 
of the Flushing merchants’ pre-Christ- 
mas parade. To adorn the float, he 
borrowed Laurie Matthews, Queen of 


Diamonds for 1958, from Feature 
Ring Co. Along with Miss Matthews 
came the finalists in the 1959 con- 
test: Rita Mueller, Kitt Cooper and 
Jackie Monroe. The float was the hit 
of the parade. 

After the parade, Goldblatt invited 
the public into the store to have an 
autographed Polaroid picture taken 
with the Queen of Diamonds. In ad- 
dition, each visitor received a key for 
the Greenwold Treasure Chest of 
prizes. Local newspapers gave the 
event prominent play. Feature Ring 
Co.’s address is 130 W. 46th St., New 
York. 
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J-B display card holds 
six children's watch bands 





Jacoby-Bender, Inc. is offering this 
circus wagon display card to help re- 
tailers merchandise their new line of 
children’s watch bands. 

The new bands, designed for boys 
and girls 8 to 12 years old, come in 
gold filled ($38.95 retail) and stain- 
less steel ($2.50). Each is individually 
packaged in a clear plastic case and 
is available in a choice of three link 
designs. They come in 4- and 4%- 
inch lengths with %s- or %-inch ends. 

The display card holds four 4-inch 
bands and two 4'%-inch bands. Gold 
filled assortment GT6 has a total re- 
tail value of $23.70 FTI ($21 Key- 
stone); stainless steel assortment ST6 
has a total retail value of $15 ($14.40 
Keystone). 

From your J-B distributor. 


High waterproof qualities 
claimed for new ‘Hydro-Seal’ 


Feurer Bros., Inc. claims that its 
new “Hydro-Seal” crown gasket will 
stand up under better than twice the 
waterproofing requirements of U. S. 
government standards. 

In addition, the company says, it is 
sulphur-free and can’t corrode case 
tubes; it can be adopted by any size 
waterproof crown; fit most case tube 
sizes; and it will keep a crown water- 
proof even if the stem is off center 
and the case tube imperfect. 

Contact Feurer Bros., Inc., La- 
fayette Ave., N. White Plains, N. Y. 
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Radiant offers free brochures 
describing line of screens 


Color brochures featuring Radiant 
projection screens are available free 
to retailers for use as descriptive 
hand-outs. 

The brochure includes pictures, de- 
scriptions and prices of the firm’s 
tripod, table-top and wall screens. 

Also included is a special screen- 
size chart to help the customer deter- 
mine the best screen size for his 
particular need. 

Contact Radiant Mfg. Corp., Box 
5640, Chicago. 
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Mailing piece offers consumers, 
retailers Arpeggio trade-in deal 


A three-color mailing piece that 
comes with the retailer’s name im- 
printed and offers both him and his 
customers a special trade-in deal is 
available from Croton Watch Co. 

The booklet offers customers a full 
year guarantee on any inexpensive 
Arpeggio watch. At the end of the 
year, if the customer wants to trade 
up to a watch costing $39.95 or more, 
he will receive a full refund on his 
previous purchase. Croton will also 
give the jeweler full credit on the 
original sale. Retail prices, ranging 
from $12.95 to $450, are listed in the 
pamphlet. All carry a Keystone dis- 
count. 

Contact Croton Watch '0., 404 
Fourth Ave., New York. 


REH-craft's complete 1959 line 
featured in 52-page catalogue 
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A. C. Rehberger Co.’s new two- 
color catalogue features the entire 
line of REH-craft trophies, plaques, 
cups and new advertising specialties. 

Illustrating a complete line of 
matching individual and team awards 
for all types of athletic events, the 
o2-page catalogue gives the specifica- 
tions, color and price of each item. 
The company’s line of good-will 
builders , incentive awards and cus- 
tom-made miniature replicas of prod- 
ucts, trademarks and buildings is 
presented in a special section. 

Contact A. C. Rehberger Co., 2134 
N. Magnolia Ave., Chicago. 


Packaging consultation service 
established by Grace Gilbert 


Grace Gilbert, former packaging 
specialist and manager of special 
products at Revlon, Inc., has estab- 
lished her own packaging consultation 
service. 

In addition to package design, she 
will advise on merchandise policies, 
production techniques and costs and 
pricing and marketing trends. Prior 
to her association with Revlon, she 
supervised the packaging of cosmetics, 
and jewelry for Hattie Carnegie. 

She will make her headquarters at 
1135 Pelham Parkway, New York. 


Round & Round Among the Sets 
Goes Bridal Doll in Pirouettes 


As the center of attraction in this 
Keepsake diamond ring display, the 
motorized bridal doll pirouettes among 
the sets. 

Her dancing motion is further em- 
phasized through reflection in a back 
drop mirror decorated in blue and 
Display measures 22's inches 


inches 


pink. 
wide, 10% inches deep and 21 
high. 

From A. H. 
N. Y. 


Pond Co., 


New items from Hamilton: 
Battery clock, ‘Pulse Timer’ 


A cordless electric clock and a di 
rect current timing movement were 
recently introduced by Hamilton 
Watch Co. 

There are two models of the clock, 
each of which will run two years on 
a flashlight battery. They include 
many innovations evolved by Hamil- 
ton in their development of the elec- 


tric watch. They soon will be avail- 


able as desk or mantle timepieces at 
$45, retail. 

The new Pulse Timer (above) is an 
adaptation of the cordless clock mech- 
anism. The company says it Is especl- 
ally suitable for light-duty military 
and industrial applications where 
space and power are at a premium. 
A “C” size, 1.5 volt, cell will permit 
a two-year operation of the move- 
ment; but it can be supplied for D. C. 
voltage ranging from 1.5 to 12 volts. 
The company says the timer built 
to last for 20,000 hour: * mainte- 
nance-free operation. Along with 
other applications, it can be used in- 
dustrially as an interval timer, a 
slow speed D. C. motor, an advertise- 
ment mechanism, a pulse pyurce 
timer, a portable clock, time clock 
or marine clock, an interval switch 


or a low frequency oscillator 





Zodiac offers diamond watches 
in self-displaying jewel case 


Zodiac diamond watches will now 
come in a display box which the pur- 
chaser can easily convert into a 
jewel box, the company announced. 

Called the “Jubilee Jewel Case,’’ it 
features a scarlet leather-like exterior 
and a matching velvet-lined, compart- 
mented interior. The box measures 
four by six inches and is converted to 
a jewel case by lifting out the black 
velvet display collar and removing 
the Zodiac identification ribbon. 

Retailers will benefit, the company 
says, because the new case will not 
only prove a visual attraction but an 
added sales inducement as well. 

Contact Zodiac Watch Co., 15 W. 
14th St., New York. 


New Oneida Hollowware Line 
Will Not Tarnish or Stain 


Oneida Silversmiths have created 
a new Oneidacraft Stainless Hollow- 
ware line that will not tarnish, stain, 
or lose its shape. 

All pleces are designed in contem- 
porary style. The new line includes 
a four-way serving dish which com- 
bines a single serving dish with a 
roll tray cover, either of which can be 
purchased separately; a covered 
casserole for hot foods which can be 
used as two serving bowls; a butter 
dish with white ceramic liner; 
serving trays in three different sizes 
which can be used as carving platters 
by adding hardwood liners; a stain- 
less sugar and cream set with a jet 
cover; a sauce bowl which can double 
as a candy or nut dish, and a match- 
ing tray which can be used separately 
as an individual platter. 

Two new money-saving assortments 
on the new line are being offered. 

Assortment No. 789 includes one 
of each item and retails for $107.35. 
Assortment No. 790 includes three 
platters or trays only, one each in 
the 18-, 16- and 14-inch sizes. A tray 
display, counter and window cards 
and other merchandising aids are 
available. Dealer discounts are the 
same as those offered on Oneidacraft 
stainless flatware. Pieces also are 
available individually from $4 to 
$14.95 retail. 

Contact Oneida Ltd. Silversmiths, 
Oneida, N. Y. 
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New Hermes introduces jack 
for ‘Model T' engraving machine 


New Hermes has developed a jack 
mechanism for their Model T engrav- 
ing machine that will raise or lower 
the heavy duty workholding fixture. 

The new scissor jack attaches un- 
derneath the fixture and makes it 


possible to accomplish mechanically 
what formerly had to be done by hand. 
It is priced at $20. 

Contact New Hermes Engraving 
Machine Corp., 13-19 University Place, 
New York. 


Greeting card comes complete 
with remembrance coin charm 


A new type of gift card that comes 
with a gold plated remembrance coin 
charm attached is being marketed by 
Meyer Jewelry Co. 

The greeting card and charm can 
provide an everlasting remembrance, 
a conversation piece and a novel way 
of extending greetings, the company 
says. It retails for $1. 

Contact Meyer Jewelry Co., Wood- 
ward at Grand Circus Park, Detroit. 
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Burtona watch bands now come 
in newly-designed gift boxes 


The entire line of Burtona ladies’ 
and men’s watch bands is now being 
packaged in this newly-styled blue 
and white gift box. 

Contact Burton M. Reid, Inc., 2400 
Cook Ave., Springfield, Ill. 


New Service Provides Printed 
Signs or Cards at Low Cost 


Printed signs for sales promotions, 
in orders as small as a single unit, 
are now available at 4¢ per letter 
from Stewart Signs, a printing firm. 

Signs or flip-chart presentations 
can be had in sizes up to 14 inches 
by 22 inches. There is no extra charge 
for printing in two colors. 

The 4¢ per letter price is subject 
to size, minimum charges ranging 
from 35¢ for 3% inch by 5% inch 
signs to $3.50 for 14 inch by 22 inch 
signs. Duplicates cost 25 per cent of 
the single price. 

Overnite Coast to Coast service is 
made possible, the company says, by 
use of Air Parcel Post. 

An 8-page brochure is available 
from Stewart Signs, Box 901, New- 
ark, N. J. 


Here it is, Dad, Just What You Always Wanted: 


An Automatic Baby Bottle Cooler-Warmer 


Employing a new principle of re- 
frigeration through electric current, 
Westinghouse has developed a device 
which cools or heats baby’s bottle and 
has a clock timer to wake up Dad for 
the 2 a. m. feeding. 

The bottle is kept cool until shortly 
before the pre-selected feeding time, 
then automatically begins to heat. 
When the milk temperature is right, 
an alarm rings. A similar device, but 
less automatic, was also developed by 
Westinghouse for use in a ear. It 


plugs into the cigarette’ lighter 
socket. 

The theory of electronic refrigera- 
tion was discovered by Peltier in 
1834, but the practical use of it re- 
quired apparatus as bulky as an 
ordinary refrigerator compressor to 
produce one droplet of ice. Westing- 
house claims that by using new tech- 
niques and materials, as in their 
bottle cooler-warmer, the same _ re- 
sults can be had with 50 per cent less 
apparatus. 
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Sunbeam clock display features 
chart for color comparisons 


Sunbeam’s new ‘‘Symphony-of- 
Color” display features a color chart 
to help a customer choose the clock 
best suited to her kitchen color 
scheme. 

The display is free with eight model 
A-002 clocks in different colors. 

Contact your Sunbeam distributor. 


Dennison Mfg. Co. introduces 
labels printed on colored foil 


A newly-developed label, printed on 
colored foil with harmonizing pastel 
inks, was recently introduced by Den- 
nison Mfg. Co. 

The new “Colorama” labels provide 
high visibility, greater design possi- 
bilities and unlimited color choices, 
the manufacturer claims. 

In addition, the company says, the 
new labels can complement or con- 
trast the color of the product and 
give it greater point-of-sale impact. 

Contact the advertising department 
of Dennison Mfg. Co., Framingham, 
Mass., for samples. 


Forstner announces spring line; 
offers new Valentine displays 


Forstner is offering these heart- 
shaped displays for retailers’ Valen- 
tine promotions. 

The displays hold a variety of ster- 
ling silver and gold filled key chains 
and charm bracelets. 

In addition, the Irvington, N. J., 
manufacturer announces that national 
distribution of its 1959 spring line 
will soon get under way. The line, a 
result of Forstner’s “Creative Cam- 
paign,”’ will include newly-styled tap- 
ered watch bands, charms called “Oc- 
casionals,” genuine stone miniature 
pendants, “Empire” pendants of hand- 
cut imported stones, “Circlets of Love” 
bangle bracelets, men’s identification 
bracelets and specially-designed ank- 
lets. 


Diamonds shown at World's Fair 
now available from exhibitor 


Retail jewelers can now obtain dia- 
monds that were shown in the Dia- 
mond Pavilion of the Brussels World’s 
Fair (see “New Ideas in Diamond 
Display” in the September 1958 issue 
of JC-K). 

Joachim Goldenstein, whose dia- 
mond exhibit won the Fair’s Gold 
Medal High Award, is now offering 
the loose gems to retailers. A tie-in 
sales aid with the theme, “as shown 
in the Diamond Pavilion, Brussels 
World’s Fair,” is furnished with each 
order. 

Contact Joachim Goldenstein, The 
Diamond Club, 62 Pelikaanstraat, 
Antwerp, Belgium. 


Artcarved display features 
life-like latex bridal doll 


The bride in this Artearved diamond 
and wedding ring display is molded 
in life-like latex and dressed in a 


Paris-inspired gown with a balloon 
skirt, sequined bodice and a cathedral- 
length train and veil. 

The background of the display is 
made of masonite; the base is covered 
with blue velvet. Five diamond or 
wedding ring boxes surround the 18- 
inch high bride doll. 

Through your distributor from J. R. 
Wood & Sons, Inc., 216 E. 5th St., 
New York. 


Zenith introduces clock-radio 
powered entirely by batteries 

“Golden Triangle,” a clock-radio 
powered entirely by batteries and 
mounted on a swivel base, was recently 
introduced by Zenith Radio Corp. 

Designed for “move-about” use in 
the home, the three-sided die cast 
cabinet revolves at a touch to reveal 
three faces: the clock, the radio dial 
and the radio speaker grille. The 
seven-jewel clock will operate a year 
on a single flashlight battery; the AM 
radio will operate 400 hours on four 
batteries. Suggested retail price, $150. 

Contact Zenith Radio Corp., 6001 
W. Dickens Ave., Chicago. 


Anson's ‘Memory Chest' line is 
backed by dealer-help package 


Anson now has available what it 
calls “the most complete dealer-help 
package ever offered to retail jewel- 
ers.” 

The free package is designed to 
aid retailers merchandise Anson’s 
new line of teen-age, baby and wed- 
ding “Memory Chests.” 

Included are window streamers, 
counter cards, envelope stuffers and 
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tent cards for window or on-counter 
display. The window streamers and 
full-color counter cards carry the 
theme that Anson will use in its na- 
tional consumer magazine advertis- 
ing: “A Truly New Gift Idea.” 

Shown large-size 
newspaper ad, the mat of which is 
included in the dealer-help package 
that features all three Anson 
“Memory Chests.” Mats featuring 
each type of chest individually are 
also included. The latter enable the 
jeweler, Anson says, to aim his ad 
vertising at each particular type of 
chest buyer: bride-gift, baby-gift or 
teenager-gift purchaser. 

Contact Anson, Inc., 24 Baker St., 
Providence, R. I. 
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GE introduces new wall clock; 
lowers prices on electric alarms 


General Electric has introduced a 
newly-styled kitchen wall clock and 
has reduced prices on two Telechron 
electric alarm clocks in a move to 
attract the post-Christmas shopper. 

“Joy,” the new kitchen clock, fea- 
tures bold black numerals and a con- 
temporary design. It retails for $6.98. 

Luminous models of “Starter” and 
“Decor,” electric alarms, are being 
offered in limited quantities with new 
manufacturer’s suggested retail prices 
of $4.99 and $5.99 respectively. (For- 


merly $5.98 and $7.98.) 


Note 


The talking burglar alarm men- 
tioned in an item in the December 
issue of JC-K is manufactured by 
Protecto Device Co., 385 Washington 


St... New York. 
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THE 

LIP 
ELECTRIC 
WAICh 


Don’t worry —elec- 
tricians and radio 
technicians won't 


service electric 


watches! Only 


trained watch- 
makers have the 


skill to repair them 


® SOME TIME AGO, Lip, France’s 
most important horological man- 
ufacturer, and Elgin of this 
country, jointly announced the 
creation of an electric watch. 
The Lip electric watch is now 
making its commercial debut 
and I have been privileged to 
examine it thoroughly. 

The watchmaker, accustomed 
to working on the traditional 
watch with mainspring power 
and escapement, may balk at 
even the thought of repairing 
the electric watch. He may in- 
wardly fear that the under- 
standing of its principles is be- 
yond his knowledge, skill or 
training. He may further fear 
that with the advent of electri- 
cal horology, he will lose a good 
part of his trade to the elec- 
triclan or the radio-TV_ tech- 
nician. This article not only will 
describe the principle and opera- 
tion of the Lip electric watch, 
but it will also show the reasons 
why only a trained watchmaker 
will be able to handle or service 
any electric watch. 

Anyone who understands the 
principle of an electric bell or 
buzzer should understand the 
principle of an electric watch. 
Here’s how electric watches dif- 
fer from mainspring - powered 
watches: 

1. The energy is stored in a 
small battery instead of in a 
coiled spring. 

2. Where the train in a main- 
spring watch multiplies the rev- 
olutions of the barrel towards 
the balance, electrical watches 
use the balance both as a motor 
and as a driving force to push 
the train of wheels, using them 
as a reduction gear set. 

5. Instead of an escapement, 
there is a device to give split- 
second electrical contact to the 
balanece-motor in order to ener- 
gize it electrically. This most 
often is a contact flip-spring not 
unlike the spring detent in a 
marine chronometer. 


Motion Through Magnetism 


Like the electric bell, propul- 


sion or movement is supplied by 
the temporary pull of an electro- 
magnetic surge. As most of us 
know from our school science 
courses, when a soft iron or sim- 
ilarly permeable alloy is wound 
with insulated wire and the ends 
of this wire are connected to an 
electrical power source such as 
an outlet or battery, a magnetic 
pull will be exerted at the ends 
of the metal upon which the 
wire has been wound. When the 
button of an electric bell is 
pushed, it closes the electric cir- 
cuit which energizes the coil 
wrapped around the soft iron 
core, making it a magnet. This 
pulls the bell clapper towards it- 
self. As the clapper is drawn, 
it automatically breaks the elec- 
trical connection and (since the 
soft iron core cannot be per- 
manently magnetized as can a 
piece of hard steel), the bell 
clapper returns to its position of 
rest. It is pulled back by a re- 
turn spring. As it does so, the 
clapper again makes contact, 
energizes the coil and is again 
drawn towards the electromag- 
net and again breaks the circuit, 
and this continues as long as the 
button is pressed. 


Magnet vs Hairspring 


In the electric watch, instead 
of a bell clapper, the balance is 
drawn to the magnetic influence, 
opening the electrical circuit. 
Because of its momentum, it 
continues until arrested by the 
resiliency of the hairspring, 
which then returns it. Thus a 
make-and-break system indefi- 
nitely maintains the balance mo- 
tion until the energy 
(battery) wears out. 

Figure 1 is a simple diagram 
to illustrate the basic principles 
of the Lip electric watch. The 
battery, about the size of a shirt 
button, energizes the coil and 
draws the moving contact. The 
contact shield diode (shown 
above the coil) serves two pur- 
Like the bell-buzzer, as 
make-and-break occurs, a spark 
ordinarily jumps between the 


source 


poses. 
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Figure 1. A schematic drawing 
illustrating the basic principle of 
the French- made Lip electric. 





Figure 2. Two batteries (A) pro- 
vide the power which produces the 
magnetic energy in the stators 
(D) which attract the balance 
horns (K) to begin the movement. 
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contacts. In a small watch a 
gap-spark would sap the battery 


and burn the contact points, or 


coat them with insulating car- 
bon deposits. The diode is a 
small device that acts like a 
valve, suppressing the spark and 
prolonging the life of the bat- 
tery. 


The Basic Sequence 

Figure 2 shows the scheme 
layout in simplified form. 
batteries (A) are used in paral- 
lel for longer life and a more 
even flow of electrical energy. 
The negative poles (B) are con- 
nected to the stationary coils 
(N). 

These coils are wound around 
their base material to produce 
magnetic attraction at the stat- 
ors (D) right and left. A strap 
(EK) aids in polarizing the mag- 
netic stators. In this figure, the 
circuit is open. The balance staff 
holds the contacting jewel cam 
(H). 

The action is as follows: At 
rest, the balance unit is in the 


Two 
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Figure 3. Before the stator can exert a permanent mag- 
netic hold on the balance horn (A) the contact is broken 
and the balance continues in a clockwise direction until 
the hairspring overcomes its forward movement. 


position shown. A slight twist 
will cause the jewel (H) to push 
the wire contact spring (J) 
against the point of the contact 
regulating lever (F). This closes 
the circuit and a magnetic pull 
is exerted on the horns of the 
balance (K) by the now mag- 
netized stators (D). This occurs 
at the best possible point of tan- 
gency as shown in figure 3. The 
pull is from the stator on the 
horns (K). However, as the bal- 
ance is pulled so that the horns 
approach being directly opposite 
the center of the stators (D), 
the cam will have passed the tip 
of the spring (J, Figure 2). 
This will cause it to jump back 
to the position shown in Figure 
?, but contact is broken before 
the stators can exert an arrest- 
ing magnetic pull on the fast 
moving balance horns. The bal- 
ance continues, now free of mag- 
netic until the 
spring’s tensile strength is suf- 
ficiently wound to overcome the 
momentum of the balance. The 
balance then goes counterclock- 


influence hair- 


wise, still free from the tempo- 
rary electromagnetic pull of the 
(D). The jewel cam 
(H), now returning, merely flips 
past the spring (J), pushing it 
away from the electric contact 
(FEF). The balance then continues 
in the anti-clockwise direction 
until the hairspring overcomes 
its motion, causing it to turn In 
the clockwise direction where it 
will again make contact and re- 
ceive an impulse. Thus the cycle 
is repeated on alternate swings 
(clockwise only). As the 


Stators 


spring 
(J) is made to contact the regu- 
lating lever (F), the diode (P) 
dampens or valves the surge of 
current to conserve it and sup- 
press any tendency to spark at 
the contact points atop the nose- 
tip of the pivotal point of the 

(FF). 
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by Henry B. Fried 
JC-K Horological Consultant 


how to 

service the 
SUPERSLENDER 
SELF-WINDING 


WATCH 


Here are instructions on 
servicing and lubricating 
this new watch design, 


described last month 


® SHOULD THE ESCAPEMENT of 
the Buren Superslender watch 
need repair or adjustment it 
can be removed without disturb- 
ing the automatic mechanism. 
This is shown in Figure 23. To 
remove the oscillating weight 
(rotor), merely loosen the 
clamping screw close to the 
center of the rotor. Do not re- 
move this screw. Turning the 
movement over will cause the 
rotor to come out. The movement 
will then appear as in Figure 
24. Should only the automatic 
train need examination or ser- 
vicing, this too can be taken out 
without disturbing the other 
sections of the movement. Fig- 
ure 25 shows the self-winding 
train and its bridge outside the 
movement while the rest of the 
watch remains intact. The main- 
spring, too, can be removed 
without dismantling any other 
section of the watch movement. 
Figure 26 shows the _ barrel 
bridge with its winding wheels 
removed, and the barrel made 
available for repairs or service. 


Care and Maintenance 


1. First check the winding 
action of the automatic train, by 
winding the watch fully, by 
hand. Then let it run down for 
six or seven hours. This will 
provide a mainspring with 514 
to 6 full turns. Then place the 
watch in a vertical position as 
shown in Figure 27 and twist 
slowly. The rotor should swing 
with this movement and wind 
the watch. When the watch has 
run for six to seven hours after 
full manual winding, the rotor 
should fall under its own weight 
when the watch is twisted. If 
it performs in this manner in 
both directions you may con- 
sider that the self-winding sec- 
tion is in good order. Should the 
rotor not perform its duty at 
this stage, check the force of 
the click immediately. 

2. Check the tension of the 
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spring by moving the click into 
its rest position. 

3. The lower ratchet, moved 
in a clockwise direction, must 
be able to start driving the 
upper ratchet after a third of a 
turn. The click which connects 
this motion is mounted in the 
upper ratchet and need not be 
removed. 

4. Should you remove the 
lower ratchet, take care in re- 
placing it that the same surface 
is always uppermost, just as 
it was when you took it apart. 
Marks of the click sliding along 
the surface of the ratchet iden- 
tify the wpper surface. 

5. The mainspring barrel 
must have at least 614 turns of 
winding before the slipping 
action occurs. The bridle or slip- 
ping attachment is secured to 
the mainspring. Dimensions oe 
the mainspring are: thickness, 
0.0975 mm.; height, 0.97 mm.; 
length, 325 mm. The bridle or 


slipping attachment: thickness, 
0.13 mm.; height, 0.95; length 
oU mm. 
Lubricate the 
the barrel and the mainspring 
with a grease containing molyb- 


inner wall of 


denum disulphide. The _ black 
color of this heavy lubricant is 
not the result of wear or chem- 
ical change. The color indicates 
that the lubricant is still effec- 
tive and should not be removed 
unnecessarily. 
Oiling 

The winding mechanism: Oil 
the manual winding section with 
Moebius Special grease. Oil the 
wheel train balance and auto- 
matic train with Moebius “Synt- 
a-Lube” or PML 79 oil. Oil the 
pallets with Moebius No. 1 oil. 

Caution: It is essential that 
the train bridge be supported 
when mounting the hands on the 
movement. A_ staking stem 
which can fit the lower pivot or 
bridge will aid in preventing 
damage to the train jewels or 
bridge. Zee 
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Figure 23. The escapement can be 
repaired without taking apart the 
automatic section. 


Figure 26. Mainspring can be re- 
paired without disturbing any other 
part of the watch. 


The rotor can be removed 
small clamp 


Figure 24. 
by merely loosening a 
screw near the rotor’s center. 


Figure 27. Here the watch is tested 
for ease of winding. The watch is 
first wound by hand, fully. Next it Is 
permitted to run down for about six 
hours. when the watch is 
twisted as rotor should 
fall by its own weight and restore the 
hours of run- 
mainspring 


Then, 
shown, the 


reserve—45 


about ihe 


winding 
ning time or 
turns. 

The self-winding reduc- 

serviced without 


Figure 25. 
tion gears can be 
taking apart any other section of the 
movement. 





WORKSHOP 
QUESTIONS 
and ANSWERS 


ULTRASONIC CLEANING: What 
type of ultrasonic watch clean- 
ing machine would be best for 
a three-man shop ?—K. L. Kies- 
ling, Jewellers, Narrandera, N. 
S. W., Australia. 


Answer: For a three-man 
shop, you want a machine that 
will not be tied up by one man 
for any length of time and will 
clean more than one movement 
at a time, so that all your watch- 
makers can use the machine at 
the same time. Some machines 
are semi-automatic; others fully 
automatic. Some need tending 
to, but even these do not require 
more than six minutes with any 
one batch of movements. I can- 
not recommend any particular 
make. However, I have tested 
every ultrasonic watch cleaner 
made and have reported the 
facts in articles I wrote for 
JC-K. If you re-read these ar- 
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ticles you may be able to arrive 
at the type that would best suit 
your operation and pocketbook. 


* * * 


ELEPHANT CLOCKS: I have an 
“elephant clock” in need of re- 
pair. I have tried to obtain re- 
placement parts without success. 
The brass bar that has the two 
cupped-out jewels in which the 
two points rest (see figure A, 
below) has the jewels missing. 
Can I get the jewels or will | 
have to get a whole new bar ?— 
I. Appel, Flushing, N. Y. 


Answer: These jewels cannot 
be had and it is impossible to 
obtain the complete bar. I sug- 
gest you make steel replace- 
ments to take the place of the 


jewels. Follow these directions: 


Obtain a drill rod the same 
diameter or a little thicker than 
the recess into which the jewels 
fit. With a fine-pointed graver, 
mark a true center into the flat 
end of this metal while it is spin- 
ning in the lathe. With a piece 
of the same metal turn a round- 
ended piece (as shown in figure 
b), finishing it off with fine 


‘ 


emery and crocus. File off just 
a bit more than half of this 
round-end piece (see figure C). 
Heat this to a red heat and 
plunge it vertically into cold 
water. This will render it dead- 
hard. Now replace it in the lathe 
and polish the remaining part of 
the dome. The flat part, which 
you previously filed away, should 
also be polished. This will be- 
come the cutter for the steel 
cup which takes the place of the 
jewel. The more highly polished 
the cutter, the better cut the 


surface will be. Replace your 
first steel piece in the lathe and 
use the round cutter to cut the 
cup (figure D). When the cup- 
sink has been cut, cut back a 
thin neck on the rod, but do not 
part the metal. Next, heat this 
end red-hot and harden by 
plunging into cold water. Then 
polish the inside of the cup with 
moistened rouge on the end of 
a pegwood stick. Have the lathe 
chuck grip the rod at the very 
end, not behind the neck of the: 
metal. After polishing, the piece 
can be easily broken off by the 
thin neckpiece. Another method 
of making the round - bottom 
steel cup is to take a round-bot- 
tomed, solid staking punch and 
forge it into the flat surface of 
the steel piece. This will form 
the proper contour. It will also 
surface - harden the 
though more hardening and pol- 
ishing will still be necessary. 


piece, al- 


* 


OLD WALTHAM: What is the age 
of a Waltham, 16-size. 23-jewel 
watch, number 15081226?—K & 
J Jewelers, Tampa, Fla 


Answer: This Van- 
guard model, the company’s fin- 
est, made in 1905. 


Was a 


FINE WATCH: I have a very fine 
watch that needs very careful 
handling and repairs. Do you 
know anyone near my home to 
whom I can entrust this ?—Alex 
L. Manes, Biloxi, Miss. 


Answer: The Horologieal In- 
stitute of America publishes an 
annual list of Certified and Mas- 
ter Certified Watchmakers. 
Nearest you is L. B. Coats of 
Clay Jewelers, Bogalusa, La., 
and W. N. Gaines, 329 W. Ber- 
head, La. 


MECHANICAL REPLACEMENT: We 
wish to replace a mechanical 
contrivance which is like a back- 
wind watch. When it is wound, 
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ULTRASONIC CLEANING 


by the 
nationally acclaimed, 


magneto-st rictive. 





method 


Now==— 
Pre-set timing of 
clean, rinse and dry 
operations 


Complete in one Cabinet, 814 x 13” (Not an attachment ) 


CLEANS, RINSES, DRIES— ONE OR SEVERAL WATCHES AND PARTS AT ONE TIME 








See and try the entire 
Fast, — Thorough, — Safe WatchMaster Line 
Reaches even the smallest, most remote recesses 
Magnetizable chips can’t recirculate in solution 
Rarely need watch train be completely taken apart 
Engineered and manufactured in our own plant 
Fully guaranteed and backed by more 


than 20 vears experience in producing 


electronic instruments for watehmakers. 





American Time Products. Inc. 


580 Fifth Ave.. New York 36. N.Y 


Gentlemen,—Without obligation, please arrange to 
demonstrate at my bench, the instruments checked 


| Cleaner [|] Tape WatchMaster Drum WatchMaster 


American Time Products, 
Ine. 
580 Fifth Ave., New York 36, N.Y. 





increase profits by 
Engraving your own Jewelry 


Special Multi - Grip 
vise holds articles of 
any shape. Inexpensive 
CNP-J Panto - Engraver 
cuts sharp and clean in 
Stainless steel, gold, silver, other metals. 


FOR THE JEWELRY MANUFACTURER 


The 3D-5 Panto-Engraver 
Cuts medallion, ring 
steel stamps or any 
well as lettering, name 
signs, etc 


Model CNP-J 


and jewelry dies, 
bas-relief design, as 
plates, trophies, 


Model 30-5 


A Full Line 
of 
Engraving 
Equipment 
and 
Accessories 


Liberal Terms Arranged. 

Small Monthly Payments. 

Write for complete details and prices 
For immediate attention write directly 
to manufacturer below. Ask for nearest 
representative 


TRADE MARK 


ReANT 2d 
H. P. Preis Engraving Machine Co. 
657 U. S. Highway 22 Hillside, N. J. 
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WATCHWORK—STONE SETTING 
JEWELRY—ENGRAVING 
BRADLEY UNIVERSITY 
HOROLOGICAL DIVISION 
Dept. C Peoria, Ill. 


Students may enroll at any time of the year 











Ga con 


THE GUARANTEED WATCH 


’ Y 
ACON watcu crown co. 
50 Eldridge St., New York 2, N. Y. 
Manufacturers of Gold Filled Crowns 
Complete line including woterproofs 
Sold through Wholesolers & Jobbers 








SWEEP SECOND 
HANDS by BOREL 


Assortments in 12 
and 24 bottle 


cabinets 


Write for 

full information 

and free samples 

JULES BOREL & CO. 
1110 Grand Ave., Kansas City, Mo. 




















WORKSHOP (continued) 


one round pin turns counter- 
clockwise; a second pin wheel, 
below this, turns clockwise. The 
inside diameter of the mecha- 
nism’s housing is 13/32”, the 
depth 52”. The old movement is 
worn. Where can I get a new 
one? — Lewis & Son, Watch- 
makers Inc., New York. 


Answer: Clock Manor, 1601 
E. Colfax, Denver, Colo., will 
take on such a job if complete 
instructions and prints are sent 
along. Or try George Schlehr 
Sr., Morrisville, N. Y. Should 
you be interested in foreign 
craftsmen, write to Malcolm 
Gardner, 12 Earnshaw St., Lon- 
don WC 2. 


* * * 


WATCH PARTS: Where can I get 
old American watch parts? I 
am trying to locate parts for a 
Hampden 12-size Viking.—L. A. 
Grooms, Ladysmith, Wis. 


Answer: Write to J. A. Pol- 
tock & Co., 15 Maiden Lane, 
New York. Send along the move- 
ment. 


CHIME CLOCK MUSIC: I have a 
Jacques chime clock that has 
four different sets of music. I 
would like the music arrange- 
ment for the following cathedral 
chimes: St. Paul’s, St. James’, 
Notre Dame’s and Trinity’s.— 
C. W. Gerling, Jeweler, Glovers- 
ville, N. Y. 


Answer: I had in my records 
the Notre Dame and the Trinity 
music but the simplest music of 
all, the St. Paul’s and St. James’, 
took a bit of international cor- 
respondence. Neither the New 
York Public Library nor any 
of the religious music companies 
in New York could help. I am 
indebted to Malcolm Gardner of 
England for the simple ting- 
tang arrangement of the St. 
Paul chimes and the slightly dif- 
ferent arrangement of the St. 


James chimes. Here they are: 


Tet 
A 


=e tteterty 
4 Péftal tat 
































HOUR GLASS: Could you tell me 
where I could obtain an old- 
fashioned, sand - operated hour 
glass ?—James W. Pinson, Madi- 
son Watch Shop, Richmond, Ky. 


Answer: The only party mak- 
ing hour glasses that I know of 
is the firm of Greenhill & 
Rogers, 670 Lexington Ave., 
New York. They specialize in 
this field; some of their glasses 
are made with silver framework, 
or “cages,” for presentation 


pleces. 





OVERSEAS REVIEW 


La Suisse Horlogere 


Chaux DeFonds, Switzerland) 


(La 

The fall issue is devoted main- 
ly to “Publicity in the Watch- 
making Industry.” An article 
by André Siegfried of the 
French Academy points out that 
“even God Himself needs bells.” 
For the antiquarian-horologist 
this publication is always inter- 
esting. In this issue Alfred 
Chapuis covers “Clocks, Large 
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and Small, in the Stuttgart Mu- 
seum.” Excellent photos show 
prototype Black Forest wooden 
clocks with animations, a Wurtz- 
burg crucifix clock with a 
spherical dial and other spheri- 
cal clocks with revolving upper 
hemispheres made in the 17th 
Century. The Gyromatic 39 
jewel watch, which was. ex- 
plained sometime ago in JC-K, 
is discussed. 

Another issue of this publica- 
tion, devoted to “Time Measure- 
ment in Industry,” has articles 
by Hummler of the Swiss Fed- 
eral Council for Employment 
and Defense, and Max Soumag- 
nac, chief engineer of the Inter- 
national Foundation of Bedaux. 
Therese Leroy, editor of meth- 
ods, explains “The Historical 
Evolution of Industrial Time 
Measurement” from the time of 
Plato (400 B. C.). 

There is an article by Berna- 
tene on scientific time measure- 
ment and an article by Caussin 
on time measurement and mo- 
tion study which goes into de- 
tails of timing motions by both 
hands and gives some practical 
rules which should be helpful to 
those interested in production 
problems and efficiency. In an- 
other article, Maze-Sencier dis- 
cusses how one should go about 
training to become a time-study 
man. Other well-illustrated ma- 
terial makes this issue a verita- 
ble encyclopedia of basic infor- 
mation on industrial production 
techniques. In addition, there is 
an interesting, well-illustrated 
article by Chapuis on “Quaint 
German and English Clocks.” 


British Horological Journal 
The British are worried over 
the possibility that imports of 
Japanese watches will hurt their 
market. Some concern 
voiced over Hamilton’s decision 
to lend technical assistance to a 
Japanese concern. Although 
Hamilton is to exercise control 
of quality, prices are said to be 
in the lower brackets. Aside 
from that, the features cover a 
variety of subjects. An article 


Was 


1959 


on “Cost Control for the Horo- 
logist,” for example, shows that 
total annual costs for an English 
jewelry store with repair shop 
run to about $7,000. This in- 
cludes expendable materials 
(about $250), maintenance of 
shop and store repairs ($500), 
light and heat ($300), wages 
($3,500), postage and station- 
ery ($300), telephone, advertis- 
ing and trade publication sub- 
scriptions (about $400). Rent, 
insurance and depreciation make 
up the rest. There is an illustra- 
tion of a new synchronous elec- 
tric clock by Smith that has its 
motor at right angles to the 
clock movement. The motor is 
in a horizontal position and the 
movement is vertical. The trans- 
fer of power is by the use of a 
worm gear. It has steel wheels 
and brass pinions. 

In another issue, there is a 
fine article on the Kendall chro- 
nometer which was taken from 
that famous vessel, The Bounty, 
lying off Piteairn Island. The 
chronometer was completely re- 
paired and put into service by 
Peter Amis. Excellent drawings 
and photographs show the in- 
sides of the movement. In the 
same issue, Louis Baume writes 
on synthetic watch oils in an ar- 
ticle about the new Longines 125 
oil. In a breakdown chart, he 
compares it with Chronax, Moe- 
bius, Hamilton PML 79 and 92, 
Elgin 56 A and B, Moebius Synt- 
A-Lube and Silicone (Dow- 
Corning), and makes a 
case for it. 

Another features edi- 
torial comment about luminous 
dials and the fall-out of hydro- 
gen bombs. They quote B. S. 
Smith, deputy head of the 
Health Physics Division, as say- 
ing that there exists no particu- 
lar reason for tightening regula- 
tions on luminous dials, X-ray 
shoe-fitting machines and tele- 
vision sets. Research has found 
that minute amounts of radia- 
tion are not likely to be signifi- 
cant to the population, the ar- 

ticle says. 


good 


issue 











CRYSTAL 
RHINESTONE 
ASSORTMENT 


SP ea ®eoHQ 


© 608 #@6 Og ad | 


¥ 


ROUND AND FANCY 


Contains three gros: sf round an 
fancy crystal Austrian Ma 

Cut foil back stones. Al 
cluded are porcelain tone 
stones and colored moonstones, 
in a 24 bottle cabinet. 


No. 415 


ORDER FROM 
YOUR NEWALL DEALER 


$ 9.25 











| 29 Fast Madison Street 


_ eh GacFipacnf 


We repair all types of cases, chrono 
graphs and stainiess, and make coll 
springs for cases. We also sell used re- 
placement movements 


Write for Information 
BECKER-HECKMAN COMPANY 


Chicago 2, Illineie 








Truly New, Truly 
Terrific 


See Pgs. 16 to 25 


‘Teen-age Gift 














SINCE 1877 


BOWMAN 
TECHNICAL SCHOOL 


Courses in Watchmaking, 
Engraving, Jewelry Repairing 


You can enter anytime. 
INDIVIDUAL INSTRUCTION 
Our graduates pass H.!.A. and state examina- 
tions and are in great demand 
Send for free Catalogue 
‘Your Future & Our School’’ Bowman Bidg., Lencaster, Pea. 


Bowman 
Director 


—_—_—_—_—_—— 


Courses Approved for 
Veterans & State Rehabilitatien 














NEW HERMES 
ENGRAVING MACHINE CORP. 


offers to qualified 


SALES REPRESENTATIVES 


the add the NEW 
HERMES line to the prestige line or 


lines they are now carrying. 


opportunity to 


Territories open on a protected basis, 


in. Texas, Oklahoma, Louisiana, and 


Arkansas. 


Write, 


ritory covered and lines now handled. 


giving ful! information on ter- 


Sales Department 


NEW HERMES ENGRAVING MACHINE CORP. 


13-19 University Place, New York 3, N. Y. 











MOVEMENTS & FI f -UPS 


for 8-Day & Grandmother Clocks 


We manufacture a large range of 
movements, and fit-ups for clocks, 
watches and barometers. 


These 
Chimes, 


Manufacturers’ and dealers’ 
inguiries invited. 


SMITHS CLOCKS 
AND WATCHES LIMITED 


“Famous for all Time’ 
45 W. 45th St., New York 36, N.Y. 
JUdson 2-3959 


West Coast Distributor: R. W. Holwick, 372 So. Dos Caminos Ave., 


Marine. Strikes, 


etc. 


include 
Alarms. 


Ventura, Calif. 





TRAVELING 


by Celsa 


Do you carry compatible, 


SALESMEN 


Sterling is unique. It is new, it is exciting. 
non-conflicting fine lines? 
Do you call on better jewelry, department and gift 
the South, Middle West or Northwest? 


(hen why not write to us and tell us what you can 


stores In 


do for us, full particulars. 


Edgar A. Wells-Castillo 


Executive Vice President 


elving 


Celsa Corporation of America 


1 Kast 57th Street, New York 22, N. Y. 











| 


only ana 00 


aL a. 
net U.S Pet. Of 


mnie 

IN ALL COLORS 
PARCHMENT 
PLAIN or PRINTED 


mtd.by ARCH CROWN TAGS, INC. 
277 Halsey St, Newark 2, N.J. 





You'll sell more A 


“Quick Service" Monogramming 


Christmas Cards 
Writing Papers 
Fountain Pens 
Playing Cards 


Leather Goods 


Write for 
details 


You can RENT a Kingsle y 
Machine for only 21¢ a day! 


KINGSLEY MACHINES 


850 Cahuenga Boulevard, Hollywood 38, California 
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CLASSIFIED ADS 


RATES AND REGULATIONS 


Remittance in Advance 


“SITUATION WANTED” —Regular type $2.00 first 25 words; addi- 
tional words, 10 cents per word. Heavy type $7.00; addi- 
tional words 25 cents per word. 

“HELP WANTED"—"LINES WANTED"—and “SIDE LINES”—Regular type $4.00 
first 25 words; additional words 15 cents per word. Heavy 
type $7.00 first 25 words; additional words 25 cents per 
word. 

ALL OTHER HEADINGS —Regular type $8.00 first 25 words; addi- 
tional words 25 cents per word. Heavy type $12.00 first 25 


words; additional words 30 cents per word. 


Name, Address, Initials and Abbrevia- ° 


tions count as words 


Advertising matter addressed to classi- 

fied advertisers will not be delivered. 

® Classified ad form closes 10th of the 
month preceding date of issue. 

@® A box number when used in ad counts 

as five words, that is, “Address #13, 

care of J C-K.” 


In answering Box Numbers address envelope “Box —,” care of Jewelers’ 
Circular-Keystone, unless otherwise instructed. In answering ads, do not enclose 
original letters of recommendations. 


JEWELER'S CIRCULAR-KEYSTONE, CHESTNUT & 56TH STS., PHILADELPHIA 39, PA. 


DIAMOND EXPERT, 

P . outstanding ability ; valuable man for 

Situations Wanted a diamond firm or jewelry con- 
cern: long experience, excellent refer- 
ence address ‘464,”" care of JC-K 


If answers are to be forwarded, 20 cents 
extra to cover postage must be enclosed. 


No Agency Commission. 





buyer, assorter; 


loc met 


BOOKKEEPER F. C 
enced in jewelry 
selling experience : 
address “C., 4690," 


thoroughly experi- 
and diamonds: also 
excellent references : 
care of JC-K. 


DIAMOND ASSORTER: number of 
years experience assorting-selecting and 
matching stones for large ring manu- 
racturers references; N Y city pre- 
ferred: address ‘470,”"" care of JC-K 


ORDER AND REPATR CLERK—female ; 
thorough experience mounting’ stock 
and customers diamonds in wholesale — _ 

address “F., 4688,” care of JC-K WELL-KNOWN, experienced salesman 
established following with manufactur 

Metropolitan N j positior 

with progressive firn 463," 

care of JC-K 


line 
ers seeks 


ATL] address 


AROUND experienced jeweler to re- 
locate in Southern States; references: 
replies held in confidences address “H., 
165699 "" care of JC-K 

MANAGER : 
é Years experilene 
window trim, ete.; 
ploved willing to relocate 
“R.. 4689.” ecare of JC-K 


SALESMAN, 
Midti e- 
DIAMOND BUYER, assorter and line as- credit. 
sembler position very experl- 
enced: finest references: address ‘453,” 
care of JC-K 


seeks 


COUNTERMAN 
experience reputable 
Dept.; excel- or New 
BBA market- perience 
4605," care of JC-K. lines 


seeks salaried inside jo 
wholesale jewe lers, New , 
Jersey; heavy 
diamonds, watches 
address “S., 4694," care of . 


DIAMOND BUYER: 1] years 

top mmporter; supervise 
lent Knowledge 
Ing: address “N., 


successful 


SOurces 





COMBINATION certified Watchmaker, 
Kingraver, jewelry repairman; age 34; 
13 vears experience, best references; 
prefer 75 mile radius of AHNentown; ad- 
dess “D., 4697,” care of JC-K. 


MANAGER, SALESMAN: desires change 
Jan Ist; thoroughly experienced in 
every phase of successful operation; 
excellent references, willing to  relo- 
cate; address “J., 4676,"" care of JC-K. 


REGISTERED JEWELER 
(sem Society; 10 years of 
fine store; experienced in special order 
work, jewelry repair and watchmak- 
ing: address “B., 4712,” care of JC-K. 


American 
selling in 


SUCCESSFUL SALESMAN — Sales 
Manager; available Jan. 1; 10 years 
with reputable house; phenomenal 
record; stymied; contact if 
want watch or jewelry volume; ad- 
dress, “471. care of JC-K. 


you 


EXPERIENCED 
following and earning capacity; 
open for strong line for Pacific 
Coast territory; A-l New York and 
local references; address “F, 4659,” 


care of JC-K. 


salesman with top 


INSIDRK MAN with 25 years experiet 
in operation of jewelry, anufacturi 
business ; complete knowledge of mat 
facture of rings, bracelets, et 
jewelry mounting goods 1ddre 
1707,’ care of JC-K 


WATCHMAKER-ENGRAVI! 
experience wor all type 
and any type Iry eng! 
man, 55 Vvears ot ave pre 
Southwest ne 


dre S :¥ 1% 


DIAMONT? MAN 
excellent ‘eTerences rs 
produ 


opportunit 


WATCHMAKER 
able rf taking 

cal estilnat | 
trace 


Ke 


t 





ORDER BLANK FOR CLASSIFIED ADS 


See First Classified Page for Rates G Regulations 


ALL ORDERS: CASH IN ADVANCE 


Jewelers’ Circular-Keystone 
Chestnut G 56th Sts. 
Philadelphia 39, Pa. 


Under the Heading of place the Following ad: 


Please check if box No. Wanted Name (Please Write Plainly) 


Enclosed is Check [] or Money Order | Street 














CERTIFIED GEMOLOGIST: 2  vyears 
Bradley, New York School of Retail- 
ing; 12 years experience with fine stores 
in repairing, selling and managing; de- 


Sires change; address “K., 4713,”’ care 
of JC-K 


MANAGER: young, married: sales con- 
cious; experienced in all phases of re- 
tail operations cash, credit display ; 
reputatiol as top-notch salesman & 

Se! desire New York or West Ches- 
adadre “Thy i6S2,° care of JC-K 


WEILER l2 years experience in retail 
ait diamond setting and repair work; 
1A student wants position with re- 
store capable of assuming re- 
address “F., 4638," care 


MAN for many years at 
position in rough and polished 
and manufacturing > 
nange in growing firn 


1ddress Ss hag, 


‘ 


J FRIDAY: 10 years’ experience with 
tional advertised diamond 
showroom sales capable 
iz production, office, bookkeep- 
orrespondencs address “B., 415, 
JC-K 


‘1D: better briefcase watch or dia- 
line established following New 
York, Ohio, Indiana, Michigan; unique 
merchandising faculties; $15,000 draw; 


*") 


addres _ 1683. care of 


nd 


T dathble 
"~K 


iz 


ekground in 
budgets, Sys- 
ent account- 
taxes, insur- 

3 


address “ 


MANAGER 1” years expe- 
, family man, 


in retaiiin 


vith diversified ability in all phases of 

credit operation in te 

pe rmanent posith r) : a 
re of JJ 


relocate for 
. 1665." 


EXECUTIVE: 20 vears retail credit 
chain; buying, promotion, adver- 
tising, collections; available im- 
mediately anywhere; manager large 
volume store, supervision small 
chain; address, “S, 4717. eare of 


JC-RK, 


AR excepti background, 17 
<perien a ly merchan- 
salesman NOrOuUBTILY familiar 
operation ;: 
New Jer- 


‘T) 1692."’ 


oduction 
manu- 
ladies’ 
rings, 
hub cut- 
“439” 


iv yeal rood « x perience , 
luce! sober reliable wants 
South, preterab ; 
ore available 
ngravineg is 


SUPERATIVE CREDIT SALESMAN ; 
ingenious aptitude ADV’s, T. O.’S ad- 
jJustments ; impeccable appearance ; 
early fifties highest character, busi- 
ness reference ivalilable now; con- 
fidential address “S 1684,"’ care of 
J(C-Kk 


160 


SWISS WATCHMAKER: 24, working at 
the ZODIAC Watch Factory in Le 
Locle, Switzerland; seeks position in 
the United States with contract and 
paid travel; address Raymond Steffen, 
Serre 103, La Chaux-de-Fonds, Swit- 
zerland. 


EXPERIENCED SALESMAN); presently 
employed, desires change; would ap- 
preciate interview with reputable firm 
making Gold and Diamond jewelry; 
have extensive following Metropolitan 
area New York State, New England, 
Vhila., Baltimore, Washington: address 
“466,” care of JC-K. 


LOS ANGELES: | supervisor - manager, 
buyer, merchandiser, salesman: dia- 
monds, watches, silverware, jewelry; 
exceptional background, qualifications, 
brilliant sales record, top independent, 
chain, major department stores; key 
man for ambitious organization; tele- 
phone DUnkirk 7-2865. 


Lines Wanted 


FULL LINE Rosaries, Medals, Crosses 
and Chains; direct to retailers; 
Oregon, Washington, California; 
address, H. T. Monroe, 527 Union 
Drive, Los Angeles 17. Calif. 


WELL ESTABLISHED salesman now 
calling on wholesalers and _ jobbers, 
wants lines for Midwest: address JC- 
K, Box 354, 360 N. Michigan, Chicago 

l 


| 


HIGHLY successful salesman covering 
N. Y. Metropolitan area to Washington, 
iQ years, will consider one additional 


line Jan. 1959; address ‘467,”’ care of 
C-K. 


SIDE line of findings, gold, sterling silver 
and gold filled; experience with good 
following; 8 years traveling, New York 
through to North Carolina; address 
“M., 3083,’ care of JC-K 


SEASONED manufacturer's represen- 
tative with well established follow- 
ing selling wholesalers and jobbers 
in Southern States and Northeast, 
seeks one additional manufacturer’s 
line; address, “K, 4719.” care of 


JC-K. 


YOUNG, energetic, experienced salesman, 
with following among retailers, chains, 
dept. stores, in New York and 
within couple of hundred mile: 
single line wanted; well known, 
oughly entrenched; address “F 
care of JC-K. 


TEXAS, OKLAHOMA, LOUISIANA AND 
ARKANSAS, representation available: 
write TOLA Tumbleweeds, Southwest- 
ern Gift and Jewelry Traveling Men's 
Association, c/o David Shapiro, Execu- 
tive Director, 1710 Jackson St., Dallas, 
Texas. 


SALESMAN; Penna., New Jersey, Mary- 
land, Delaware, Virginia West Vir- 
ginia; presently calling on better jew- 
elry stores with established quality 
watch line; wants additional fine jew- 
elry line; 31, married, ambitious; ad- 
dress “‘K., 4696,’ care of JC-K 


SALESMAN, experienced: now available 
for representation, covering Calif., 
Arizona, New Mexico, part of Texas 
and Nevada; have strong following 
with jewelry stores and department 
stores: write what vou manufacture 
and territory open; address “G., 4722,” 
cae of JC-K. 


BOSTON REPRESENTATIVE): resident, 
with experience and (fine following 
among retail jeweler and volume users, 
seek important, established, manufac- 
turers’ line for the territory, constant 
and broad coverage assured: best ref- 
erences; address “M., 4606,’ care of 
JC-K. 





DIRECT LINE PRODUCER wants 
change to larger representation for 
greater income potential; I need 
and can earn $25,000 with you, if 
you can deliver merchandise; known 
by all jewelry buyers on West 
Coast; all replies strictly confiden- 
tial: address, “P, 4671,” care of 


JC-K. 


SALESMAN ; SOUTHEASTERN 
STATES; calling on better retail jewel- 
ers with well established Gold and Gold 
Filled line; wants additional non-con- 
flicting line, preferably prestige line of 
Sterling Hollowware, Crystalware, 
China; well known and thoroughly en- 
trenched in territory; commission; ad- 
dress “‘A., 4703,”’ care of JC-K. 


SALESMAN calling on finest jewelry 
stores in Mngland, New York 
State, New Penna., Baltimore 
and Washington, C.: seeks contact 
with manufacturer of finest jewelry for 
representation as side line travels by 
car equipped with Jewelry Babaco 
Alarm System: consideration will be 
given only to high grade jewelry manu- 
facturers ; address ‘465,’ care of JC-K. 


OREGON, 
IDAHO ; 


WASHINGTON, MONTANA, 
custom jewelry and better re- 
lated items to Jewelers, Department 
Stores, Gift Shops and Women's 
Salons; only top lines with some estab- 
lished business that pay top commis- 
Sions with no house accounts; 15 years 
in the territory; chief asset; do not 
high spot territory; call on all good 
accounts at least four times a year; D 
Longtin, 4801 N. Interstate, Portland, 
Ore, 


HIGHEST ranking ace traveling repre- 
sentative available for January; 
strong salesman with following is 
needed now; 35 years selling in 
principal Eastern Cities; New York 
to Michigan; desires strong jewelry 
lines on strictly commission basis; 
gold, platinum, diamond lines, em- 
blem line, traveling clocks, watches, 
promotion mdse.; have most power- 
ful connections in the country with 
jobbers, credit, department stores, 
large retail stores and all other types 
of outlets; vou cannot fail with this 
five star ace: what have you to 
offer? address, ‘I, 4612,” care of 


JC-K. 


Side Lines 


TERRIFIC ITKM: ideal as Side Line 
00d commission: exclusive 14K item: 
sy to handle easy to sel 

“T., 4685,”" care of JC-K 


address 


SALESMEN;: several territories open 
for a gold line consisting of 5000 
items; commission 1215%: _ pro- 
tected territories: address “N,, 


4441,” care of JC-K. 


SALESMAN for an outstanding white 
gold diamond watch line with ne 

brand movements diamond ! 

a better quality 1-7-17 Jewel 

address “C., 4698,’ care of 


‘ 


SALESMEN for Northwest and Midwest 
territories to sell nationally advertised 
line of jewelry displays: top commis- 
sions; address ‘M.. 1643,’’ care of 
JC-K 


SALESMAN for N Y State & New 
England; commission basis; 14Kt. ear- 
rings, tie tacks & pendants; calling on 
Retail & Department Stores: this line 
ready Jan. 10, 1959: address “S., 4575,” 
care of JC-K 





SALESMAN wanted for West Coast by 
leading Manufacturer of 14K _ gold 
small and large charms with catalog: 
must handle another reputable line: 
bondable; give full particulars; address 
“*M., 4664,’ care of JC-K. 


SALESMAN wanted by manufacturer 
of a competitive and extensive line 
of 14K gold bracelets, dises, charms 
and calendars to cover Metropolitan 
New York, New York State and New 
Jersey; address, “R, 4686.” care of 


JC-K. 


SALESMEN wanted to carry one of 
nation’s most outstanding 14K gold 
line; choice territories open now for 
right men; established accounts; 
commission; replies strictly confi- 
dential; address, ““C, 4680,” care of 


JC-K. 


FAST MOVING, compact line of 
Gents, Ladies and Childrens Sterl- 
ing and Gold filled rings; priced 
well for retailers; 10% commis- 
sion; give details and territory de- 
sired in first letter; address, “L, 
4691.” care of JC-K. 


JEWELRY SALESMEN covering retail 
jewelry & gift trade: new attractive 
appeal item as a “plus” sale: beauti- 
fully packaged in self selling display 
kit; good reorder item, high commis- 
sions: for full details WRITE to Box 
1198, Newark 1, N. J 


MFG. 14Kt. earrings, tie tacks & 
ants wants salesman who covers 
bers & distributors throughout 
country; commission basis: no objec- 
tion to non-conflicting lines: this 
ready Jan. 10th, 1959: address 
4576," care of JC-K. 


SALESMAN to represent Manufacturer 
of extensive line of mountings includ 
ing fancy cocktails. engagement and 
wedding ring sets, gents rings and ear- 
rings: 10 per cent Commission basis 
most territories ope! address ““M 

Di¢, care of JC-K 


EXPERIENCED display SaiesSmat ror 
compact side line of velvets and jewelry 
display fabrics, mirrored displays 
Scintillites and seasonal merchandisers ; 
choice territories open: COLOR BRITE 
FABRICS AND DISPLAY, 29 E. Court 


sst ( incinnatl Cone 


I 


WANTED ' 
lines who calls Or) 
Department Stores, to 
known prestige sterling 
lowware and pewter ; F 
Michigan and Kentucky 


dress ee tH 4 care 


SAIiCSITd! 


} 


established 


ewweilers 


SALESMEEN ; 
among retail 
ligious goods and pear 
Eastern, middie Atlant 
western territories pen 
commission full partk 


te! address ‘“‘W tHOl 


WEST COAST SALESMAN for qual- 
ity watch line with retail jeweler 
following; liberal draw; excellent 
opportunity for right man to join 
top-line company; full particulars 
first letter; replies confidential; ad- 
dress, “F, 4532.7 care of JC-K. 


NEW KEY CASE; $1.00 retailer; hot- 
test seller at previous gift shows; 
small sample; 15% commission; 
free counter display; representa- 
tive wanted; state territory and 
references in first letter; confiden- 
tial; P. O. Box 864, New York I, 
N. Y. 


FLERS 


NEW ENGLAND SALESMAN for qual- 
ity watch line with retail jeweler 
following; better than average draw; 
exceptional opportunity for right 
man to join a topline company; 
full particulars first letter; replies 
confidential; address, ““F, 4533,” 


eare of JC-K. 


SALESMAN; 30 to 35; Nationally known 
manufacturer of a high quality line of 
ladies’ and men’s 14Kt. Gold overlay 
jewelry requires a representative now 
carrying a non-competitive line to 
cover part of Ohio and Indiana: com- 
mission basis; write giving full par- 
ticulars replies confidential; address 
“*K., 4610," care of JC-K. 


WATCH SALESMEN with retail jewel- 
er following to represent company 
of high grade watches; Southern 
and Northwestern territories avail- 
able; we seek thoroughly experi- 
enced men interested in a perma- 
nent position; full particulars and 
experience in first letter; replies 
confidential: address, “D, 4675,” 


eare of JC-K. 


SALESMAN wanted by well established 
manufacturer for New York Metropoli- 
tan area and larger cities East Coast 
and Midwest, to carry an outstanding 
unmounted line of Platinum and Gold 
bracelets, watch cases, attachments, 
ete., exceptional opportunity for right 
man; many established accounts: com- 
mission hasis: address “D., 4704,” care 
of JC-K 


SALESMAN: 30 to 35: Nationally known 
manufacturer of a high quality » of 
ladies and mens 14Kt. Gold 
jewelry requires a representative now 

irrving a non-competitive line to cover 
f the metropolitan area of New 
Long Island and New Jersey: 

‘ommission basis: write giving full 

particulars; replies confidential; ad- 

dress “K., 4613,” care of JC-K 


MER’S REPRESENTATIVE for 
diana, etc.; we want a top qualit 
vressive representative residing 
Indiana area to cover Indiana 
Kentucky or Indiana to carry 
developing, non-conflicting and 
moving, compact line for Jewelry. 
partment stores promotional 
ete., small transistor radios, steriing 
ilver flatware, specialty Cameras, et 
all competitive and guaranteed now 
selling largest mercantile firms in 

we are an international! firm 
1: excellent potential for right 


all details to s., 4420 


Help Wanted 


DIAMOND ASSORTER; experienced 
in assorting small stones; leading 
Diamond House; write, “K, 4702,” 


eare of JC-k. 


good 


DIAMOND SALESMAN; with 


following: leading Diamond house; 


= * 
wonderful opportunity for the right 
man; address, “K, 4701,” care of 


JC-K. 


WATCHMAK ER-Jeweler-Stone Setter 
Kx pe rienced permanent good 

finest, old established store in College 
Town in beautiful fast growing Colo 
rado: address “‘C., 4705," care of JC-K 


MANAGER WANTED for credit store it 
Central Jersey; must be young, ag- 
gressive and alert; salary and profit 
sharing bonus address “B., 4714,” care 
of JC-K. 


WANTED: Salesmen to sell hassocks, 
bridge furniture and poker tables to 
the jeweler trade; quality merchandise, 
old line company, AAA rating: address 
“C., 4669,” care of JC-K. 


JEWELER: practical mechanic; one ca- 
pable of supervising a shop of a few 
men; a very fine opportunity for the 
proper man; address “S., 4673," care 
of JC-K. 


- 


ATTRACTIVE PIN Lever line available 
in principal states from. established 
Swiss importer with offices in New 
York and Los Angeles: address “S.. 
1656," care of JC-K 


WANTED tetail diamond salesman 
with executive ability ; must have a top 
flight personality for a fine old estab- 
lished cash and credit store: all re- 
plies will be held confidential: address 
ad 1721," care of JC-K 


CREDIT JEWELRY SALESMAN for 
Midwest jewelry chain unlimited op- 
portunities: good benefits advance- 
ment for man who can promote and 
produce volume address “S 1681," 
are of JC-K 


WATCHMAKER: experienced & reliable 
for small store in college town in 
Northwest reply in own handwriting, 
experience, references and salary ex 
pected address “B., 4693," care of 
JIC-K 


IMWELER; experienced in retail sales 
diamond setting and repair work: GIA 
member: reliable and willing to assume 
responsibility; good salary, » day 
week: FLORA JEWELER’'S, Decatur, 


lilinois 


WATCHMAKER, experienced five 
week: ideal working conditio 
Northern Ohio City, permanent 

experience Saiafry ex De 


aL 
+ 


sTrate Ave 
1} first letter 


, IC-K 


i! address 


SALESMAN represent 
with a non-conflicting 
line I wedding rings 

commission 

al d 
ot 


are 


SALESMAN 
Middlewest 


ci eens i I 
. stablished 
urn? 


.¢° 06 


KMADING mountings Ines 

eSihne! Lao! W 
Midwest Must 
experience witl 
ind chains 


¢ 
rie ‘ 


WATCH 


DIAMOND RING SALESMAN for 
Southern territory ; only experienced 
salesmen with well established fol- 
lowing need apply; wonderful op- 
portunity for the right man; H. 
Hamburger Co., Inc., 22 W. 48th 
St., New York 36. 





SALESMAN: Southeast: extensive di- 
amond ring delivery line; perma- 
nent opportunity for experienced 
man with following to take over 
our many active accounts: draw vs. 
commission; S. Reiman & Sons, 64 


W. 48th St... N.Y. C. 


SALESMAN Middle Atlantic, Midwest. 
Southern West (*oast, territories open: 
active following necessary to re present 
established manufacturer of gent’s and 

idy's tone ring to chain stores and 
furnish full particulars: ad- 

1708," care of JC-K 


retallers 


WATCH! salesman with 

retailers in New 

Vicinity, wanted by 

established low priced 

ches and imported clocks: 

counts will be turned over: 
1574 care of JC-K 


Si for high type 
consin Credit , iry store splen- 
did opportunity for nice appearing, per- 
SONnADI top flight Salesman : include 
ference picture Al; desired, eX- 
ence and other details in first let- 
address “G., 4623." care of JC-K 


’ 


ASSMAN calling on wholesale trads 

West Virginia, Virginia, North Caro- 

lina, South Carolina, Georgia, Alabama. 

Florida top grade fast selling expan- 

tt BALDWIN 
W 


{Sth St 


sion band i achment time 
BRACKLET CORP., 22 
New York ih, N\ \ 


INCE PTIONAL oppo itv for an an 
leit Is ARZLTESSI1Ve a nial for ; re- 
tail credit jewelry sto in a fine New 
lengland town must know window 
trimming, : vertising, promotions send 
in first letter Munsat 
Rutland, Vermont 


" 
I 


sAl MeSMAN Wit! Le hil he | 
for Lllinoi Wises 
T 


territory 
Minnesota and 
va aliso New York. Penna to carry 


populal priced gold ring bivne commis 


boon) tate experience and references 
CHWARTZ JEWKBLRY CO INC... 850 
wk St Buffalo 10, \ 


‘ 


process Spe- 
and polish- 
nust be 

> DUS] 

64 W 
Plaza 


SALESMAN for South Atlantic and 
Gulf States to represent nationally 
known New York ring house: ex- 
tensive diamond ring and colored 
stone delivery line with merchandise 
aids; drawing against commission: 
reply in confidence; address, “S. 


1600." care of JC-h. 


L\ILESWOMAN experience : r fine 
old « tabli hed Manhattan mawwWelry COT) 
(Im busine irae 1906) thor 
Knowledge of diamond and gold 
>) Oo oOo a year 
for qualified woman 
personal following 


ive oT iz ly 


represent i National 

panization must have es 

ished following HnoweyL ClaASS ww 

prefer men with Sterling Flat 

are, China or fine Crystal lines: idea] 

panion association replies strictly 

connidentia!l adare ""N.. 4670." care 
of J¢°-K 


ATIOOINALLY known manurtacturer of 
hollow ware 
wholesale 


terling ana 

distributing through the 
trade has territory available in New 
hngland States onliv competent men 
who have covered the territory will be 

considered >: Commission basis 
\ thos.” care of JIC-hW 


Silve rplated 


address 


162. 


SALESMAN; aggressive, ambitious, 
experienced salesman; represent 
prominent jewelry box manufac- 
turer; sell retail jewelers Illinois, 
Indiana, Michigan; acquaintance 
retail jewelers desirable; commis- 
sion basis, drawing account; replies 
confidential; address, “W, 4700." 
care of JC-K. 


INCITING OPPT’Y; for 2 managers and 
» asst managers; must have top ref- 
erences and anxious to grow with our 
expanding organization of three stores: 
we are 250 miles from N. Y. C.. write 
fully in confidence, stating salary and 
employment record, family status, etc., 
to WM. HAFLETT, ALPERT’S, El- 
mira, N. Y. 


WATCHMAKERS and department man- 
agers; openings in leased watch and 
jewelry repair departments in leading 
department stores throughout country; 
old established company seeking only 
men interested in permanent positions: 
excellent working conditions; high pay 
state age, experience. lT’eople’s Watch 
Repair Company, 120 Summit St., To- 
ledo, Ohio. 


AGGRESSIVE SALESMAN to earry 
nationally advertised religious jew- 
elry line to retailers; competitivels 
priced; territories open; California 
and Ohio; many active accounts: 
complete catalogue to enhance addi- 
tional sales; only applicants who can 
give extensive coverage need apply : 
sideline permitted; address, “lL. 


1626.” care of JC-k. 


SALESMIEN; Nationally known diamond 
ring house requires salesmen with es- 
tablished following in the _ § follewing 

Ohio, Indiana, Michigan, Vir- 

: Virginia, North and South 

also New England States; 

liberal commissions, liberal drawing: 

rive thorough antecedents and previous 

association when replying: our sales- 

men know of this ad: all information 

kept in strict confidence address “R., 
1661," care of JC-K 


JEWELRY SALESMAN; Nationally, 
known costume jewelry concern has 
opening for one experienced sales- 
man to cover Upstate N. Y.. Penna.. 
Ohio, Mich., Ind., Ky., and W. Va.: 
we offer exclusive line of Pearls. 
Rhinestones and Manipulated 
Goods; established territory: pro- 
tected rights; draw vs. commission 
to man with following among jew- 
elry and specialty stores; address, 


"A. 4716." care of JC-kK. 


SALESMAN — aggressive, ambitious. 
experienced, to cover Southern 
States: call on Retail Jewelers with 
extensive manufacturers line of 
stone rings and jewelry; unusual 
opportunity for the right man; over 
500 active accounts in the terri- 
tory; substantial draw against com- 
mission; please write in complete 
detail giving resume, present con 
nections and territories covered; re- 
plies will be held in confidence: ad. 


dress, “K, 4642.” care of JC-k. 


DIAMOND salesmen to carry loose goods 
and finer mounted diamond jewelry for 
old established Wholesale importing 
firm: South, Southwest or Midwest ter- 
ritories must be aggressive, well 
established in territory, have at least 
a slight knowledge of diamonds and a 
well settled home life; liberal drawing 
against high commission; grand = op- 
portunits for ambitious, personable 
men; Write particulars about self and 
past experiences in first letter to Al 
LEVINSON & CO., INC., SIS Congress 
bldg... Miami, Florida 


MONEY-MAKING line for jewelry sales- 
men, retail following; sell patented 
Vari-Gem ladies and gents gold stone 
rings: the amazing stone ring line 
where the retail jeweler himself can In- 
terchange and securely reset a variety 
of birthstones, pearls and onyx stones 
in a Vari-Gem ring in 60 seconds ; com- 
pact line; excellent commission ; terri- 
tories open; Ohio, Illinois, W isconsin, 
Minnesota. New Jersey, New York City, 
New York State and Connecticut; pro- 
tected territories: David Pfeffer Co., 
Inc., 106 Fulton St., New York, N. , 


SALESMEN WANTED; unusual op- 
pertunity with leading manufae- 
turer of promotional Sterling serv- 
ing pieces, for Mid-West, Southeast 
and Southwest territories; must 
have experience and following in 
the silver field with well rated jew- 
ers, jobbers and department stores 
and carry one other non-conflicting 
line; can earn $250 to $300 weekly 
on commissions of 5 and 10%; 
must produce $100,000 annual vol- 
ume; write full details of past and 
present connections; address, “"A., 


4615.” care of JC-K. 


LIFE - TIME OPPORTUNITY — for 
young aggressive salesmen or pres- 
ent. store managers; Friedman’s 
Jewelers, operating 58 stores from 
N. Carolina to Florida, and opening 
9 more next vear: offer top salary 
for right men; major medical bene- 
fits, life insurance, retirement plan 
and paid vacations: if you want to 
relocate and manage a Friedman 
store in our territory, write at once, 
stating age. experience, salary now 
making and desired salary; enclose 
a recent snapshot; write S. KR. 
FRIEDMAN'S JEWELERS, 37 


Peachtree St.. Atlanta, Georgia. 


UNUSUAL OPPORTUNITY FOR PRO- 
MOTIONALLY MINDED SALES- 
MEN: top diamond ring Manufae- 
turer with National reputation— 
offers the opportunity of a life-time 
to one or two outstanding salesmen; 
experience as diamond ring sales- 
men not required; if you are a 
promotionally minded, aggressive, 
hard-hitting salesman with a proven 
sales record, and desire a perma- 
rent “profitable” connection—we 
would like to hear from vou: all 
correspondence confidential; W. F. 
SEBEL CO... INC... 315 W. Fifth St., 
feos Angeles 13. Calif. 


SALESMEN) wanted” by nationally 
known, well established ring mfg. 
of a complete line of DASON men’s 
and ladies’ stone rings. diamond 
bridal sets and wedding rings: and 
also a line of cultured pearls; sell- 
ing the retail stores; the territories 
available have been covered for 
vears and have an excellent follow- 
ing: (1) Florida, S, Carolina, Ala- 
bama, Mississippi; (2) Missouri, 
Kansas, lowa: (3) N. Carolina, Vir- 
ginia, Tennessee: liberal draw 
against commission; give full de- 
tails in first letter; replies held in 
strict confidence: DAVIDSON & 
SONS JEWELRY CO., 20 W. 47th 
St.. New York, N. Y. 





TOPFLIGHT SALESMAN WANTED 
for profitable territory; Illinois, 
Indiana, lowa, Wisconsin, Minne- 
sota; capable of unlimited earn- 
ings; if vou are a wide awake. 
aggressive salesman who knows 
jewelry and has experience calling 
on retail jewelers this is your op- 
portunity to join the fastest growing 
firm in America manufacturing a 
complete line of gold rings; entire 
territory will be turned over; liberal 
draw against commissions; qualified 
men will receive personal inter- 
views; give complete resume of past 
experience, present territory and 
earnings in first letter; please en. 
close photograph: all replies held 
in strict confidence: address, “P, 


1715,” eare of JC-K. 


For Sale 


Stores. Stocks and Businesses 


FLORIDA, long established jewel ra 
stere; Watchmaker'’s opportunitv: will 
with or without stock immediate 
address “C i; és f 


esessior 4 CATe oO} 


kK 


rLENDALE 


erry store 


ARIZONA: complete jew- 
refrige} ited - low lease 
downtown locatior well established: 
TOKAY REALTY, 777 E. Glendale 


\ve Glendale, Arizona 


IEWRLRY STORE near Phila. ideal 
Watchmaker-wife combination; excel- 
ent repair business at best prices; 
xood cash retail business; address “E., 


1866,"" care of IC-K 


IEWELRY-GIFT SHOP: 
rears: nice fixtures cle 
1? x 35: rent $65 
watchmaker ; $3250; 
lorida Ave., Tampa, Flo} 


TEWERLRY STORE Florida loca- 
tlom; guaranteed income of two hun- 
iired monthly : clean stock, rood 
repairs, must be bondable: real oppor- 
tunity; address ‘“A., 4695," care of 
JC-K 


IEWELRY STORE, established 23 years; 
top lines, modern fixtures, fine reputa- 
tion; ideal for good watchmaker re- 
tiring, but wil! assist: GILBERT 
LINNELL, South Saint Paul, Minne- 
= «i 


MiG. PLANT and Show Room specializ- 
ing in 14Kt. earrings, tie tacks and 
pendants; now doing a good established 
business located in N. Y. C.; must sell 
due to ill health and need of warmer 
climate on doctor's order; address “S, 


’ 


(4,” care JC-K 


GOLD MINE on the Gold Coast of 
Florida; please don’t write for pic- 
tures; its beautiful; priced = at 
$15,000; plus twenty thousand in- 
ventory; key is vours; credit, cash, 
repairs; write to E. E, Jordan, Atty., 
Lang Bldg.. Ft. Lauderdale, Florida. 


"'BLIC AUCTION; Estate adminis- 
trator selling at public outcry, in 
Dothan, Alabama, two story A-1l1 loca 
tion; DOTHAN JEWELRY CoO., estab- 
hed since 1893; also full compliment 
modern display cases, repair and 
office equipment; for date and particu- 
wire, phone or write ROBERT E 
POLLOCK, Administrator, immediately, 
t 13700 N. W. Sth <Ave., Miami, 


Business Opportunities 


LIOLIDATE? GORDON BROTHERS! 
Flat sale or auction prestige or 
volume operation . . . give your 
sale on commission basis, the bene- 
fit of our 54 years experience and 
extensive organization. See ads 
below. 


SELL STORE? GORDON BROTH. 
ERS! Our reputation is your cer- 
tainty . . . of maximum price, 
speed, reliability, facilities to meet 
individual needs. Oldest and largest 
cash buyers in the country. See ad 
below, 


CONSULLT GORDON BROTHERS! 
America’s most complete service in 
cash buying and liquidating jewelry 
stores and stocks. Consult us on any 
phase without obligation. 38 Brom- 
field St., Boston. Haneock 6-3233. 


ANTHONY J. GREGORY, auctioneer. 
6748 No. Ashland; Briargate 
1-7303, Chieago 26, Hl. 


AMERICA’S best known jewelry aue- 
tioneer; over forty years in this pub- 
lication as an advertiser: Thomas J. 
Faussett, 521 Fleming St... Howell, 
Michigan. 


CONSULT M. Y. FINKELMAN, 29 E. 
Madison, Chicago; since 1923 highest 
cash prices paid for diamonds and all 
ther jewelry stocks. Call collect Dear- 
born 2-3407, reference, your bank. 


BRILL AND COLMES, § auctioneers- 
sales specialists; 45 West 45th St.,. 
N. ¥. C., over 35 vears successful 
retail or auction sales for jewelers 
throughout the country; highest 
references; see our ad page 137. 


SAMUEL GANSBERG, INC., will buy 
your surplus or entire stock and fix- 
tures; highest prices paid; bank and 
trade references, Write 15 Maiden 
Lane, New York, Telephone Rector 2- 
fh? 


SAMUEL ISOW pays highest cash price 
for complete jewelry stores or surplus 
Stock, get my offer before selling, it is 
to your advantage; bank and trade 
references. Write 54 Lispenard St., New 


York; telephone Canal 6-o02068 


WILSON SALES SYSTEM, Empire State 
Building, 350 Fifth Ave., New York; 
sale and management specialists since 
1919. over 1500 jewelers have used our 
services; also buy stores for cash; 
write, wire or telephone Longacre : 
i ‘ss 


SELL OUT? WE pay you tep price 
spot cash and take over; our liquida- 
tion sale will be conducted ethically 
and honestly so you can face your 
friends and neighbors in the years 
to come; CHARLES SHANE, JR.., 
234 Euclid Ave., Cleveland 14, 
Ohio. Telephone CHerry 11-5810. 


MERCHANTS SALES SERVICE: a 
professional sales organization to 
serve you; Auction-Action; retail or 
liquidation; 25 years sales experi- 
ence; your reputation§ protected; 
immediate cash for stores, stocks, 
fixtures; PHONE, WIRE, WRITE: 
912! S. Main St... Los Angeles, 
Calif., Phone—MAdison 6-0828. 


ANT TO SELL OUT? Write. wire 
or phone collect; our representa- 
tive will arrive at vour convenience: 
no obligation; we'll pay guaranteed 
top price, spot cash; no bickering, 
no haggling, no “MAYBE”: con- 
tact us then make vour Florida 
reservations; James Schultz, 304 S. 
Walnut St... Muncie, Indiana: Tele- 
phone—Atlas 4-6949., 


R. RETAIL JEWELER If the going 
is rough, we can help you financially 
and with merchandising ideas, if you 
qualify: we are not sale conductors: 
we do not want to buy you out: we are 
practical people who desire to keep you 
in business; we profit only when you 
make a profit state location and num 
ber of vears established we want to 
hear from jewelers in Penna., Del Md., 
D> c¢.. Va... ane N. & who would wel 
come our help Write in § test con- 
\I tOZo cal of 


fidence iddress 


JC-hK 


ANT TO RAISE CASH? Our retail 
flat sales are definitely different 
because we sell only the merchan- 
dise YOU want sold and guarantee 
vou the top dollar; an amateur can 
sell the cream of your stock! At 
the termination of your sale you'll 
be ready, willing and able to con- 
tinue your business with a_ well- 
balanced stock of the cream of your 
inventory and with money to pay 
your bills. Yes, we can and will do 
this and still protect your valued 
reputation and franchises; OR ik 
YOU WANT A COMPLETE LIQUL- 
DATION SALE We guarantee you 
a COMPLETE liquidation down to 
and including fixtures, equipment 
and materials; what's more we'll 
post a CASH bond insuring that you 
receive (after all expenses) at least 
the amount you and our representa- 
tive decide your store is worth; 
wire, write, phone collect; 
CHARLES SHANE, JR., TRADING 
CORPORATION OF AMERICA, 234 
Euclid Ave., Cleveland 14, Ohio; 
Phone Cherry 1-5810; References: 
Central National Bank, Dun & Brad- 
street: Jeweler’s Board of Trade. 


DO YOU WANT TO SELL YOUR 
BUSINESS? DO YOU NEED CASH? 
We will pay cash or conduct a flat 
or supervised auction sale; we have 
conducted over 1000 sales in the 
past ten years alone; do not accept 
less than 100¢ on the dollar for 
your inventory, accounts, or fix- 
tures; WRITE... WIRE... CALL 
COLLECT ... We will come to see 
you in your store at our expense, 
vou are under no obligation; SIL- 
VERMAN SALES ENTERPRISES, 
580 Fifth Ave., N. Y. 36, N. Y. 
Tel. PLaza 77-4695. 
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Wanted to Purchase 


SURPLUS? GORDON BROTHERS! 
With our wide outlets, we can use 
your surplus, all of it, whatever it 
is, and pay you more for it. Just 
drop a line or phone collect for de- 


tails, 33 Broomfield St... Boston. 
Hancock 6-3233. 

[ S and FORELGN GOLD COINS 
bought 301d any amounts: free list- 
ing SAMUEIL KISIN 120 kK lushing 
Ave Brooklyn 6. N. Y.. BV. 8&-1496 


will buy your 
for quick action 

TH O7 16th 
Telephone, 


LOUIS HELLERSTEIN 
entire store for cash 
and highest prices, WRIT] 
st Denver (Colorado 


MAIN 23-2710 


CASH FOR THE RIGHT STORE—In 
towrl up tft 20 000 population ; prefer 
South or East Central states all re- 
pile nfidentia addre: 7 1679," 

ire (*-hK 

SMALL manufacturing business wanted: 
now making 10K, or 14K gold mer- 

handise: New York, New Jersey area 

preferred ; address ‘‘H i663,’ care of 
JC-K 

CASH for all used pocket & wrist 


watches, movements & cases, any 
condition; trade-ins, ete., shipment 
held intact pending check approval; 
bank references; N. GORDON, 769 


Lindley St.. Bridgeport 6. Conn., 
Est. 1933. 

CASH BY RETURN MAIL FOR OLD 
INITED STATES COINS—Nice con- 


Ul 
dition; half-cents through half-dollars: 


paying $7 60 for $2 54) oO! $] (it) gold 
coins; $35.00 for $3.00 gold write or 
ship to JOSEPH PERSON, SIMPSON’S 
IE WELRY, 658 Central st l’eters- 
burg, Florida 

SELL ‘EM TO CEL-MAX FOR QUICK 
CASH! Top price: for trade-in 
watches, jewelry, old gold; money by 
return mail for all makes and models 


watches in any quantity: 
all shipments held intact =f your 
approval; ref. Dun & bBradstreet and 
National Bank of Commerce; Cel-Max, 


in trade-in 


— 


Inc., 582 8S Main St., Memphis, Ten- 
nessee 
WE ARE INTERESTED in_ buying 


stores in Cities of approximately 
20,000 or more in North Carolina, 
South Carolina, Georgia, Florida, 
Alabama & Tennessee; if you de- 
sire to sell write Box #F, 4536, 
care of JC-K, to arrange for an 
interview; we will be interested in 
retaining present management. 


WE ARE interested in buying several 
jewelry stores that meet the follow- 
ing classifications: (1) Must be in 
towns of 5,000 to 50,000 popula- 
tion; (2) must be cash type stores; 
(3) must have Sterling lines; (4) 
must have good reputation and be 
well established; Manning Watch & 
Jewelry Co., 580 Fifth Ave., New 
York, N. Y. 
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SPOT cash for diamonds, any size, 
any cut; loose or mounted; watches, 
new standard makes; used watches 
or trade ins, any make, antiques, 
lavallieres, chains, men’s, or ladies’ 
set rings; anything you cannot sell 
send to me for cash; old gold, gold 
filled, silver, watch bands; refer- 
ences, Dun & Bradstreet; S. W. 
Hora, 1810 Netherwood Ave., Mem- 


phis 14, Tenn. 


SPOT cash for diamonds, watches 
new or old, miscellaneous jewelry; 
check by return mail subject to 
your acceptance; we have unlimited 
capital for this purpose; established 
since 1919; for references, Michi- 
gan Avenue National Bank of Chi- 
‘ago and Jewelers’ Board of Trade, 
Harry Elkins & Company, 59 East 
Madison Street, Chicago, Illinois, 
Randolph 6-7390. 


CASH in; send us your watch move- 
ments, watches, diamonds, old spec- 
tacle frames; gold filled scrap, sil- 
ver, gold and any other precious 
metals and jewels for highest 
prices; we send you a check at once 
and hold shipment intact for your 
approval; references; National Bank 
of Commerce, Memphis, Tenn.; 
Jewelers’ Board of Trade, Dun & 
Bradstreet. Weinman’s, Dept. K. 
108 Beale Ave., Memphis, Tenn. 


WE ARE interested in buying several 
jewelry stores that meet the follow- 
ing classifications: (1) Must be in 
towns of 5,000 to 50,000 popula- 
tion; (2) must be cash type stores; 
(3) must have Sterling lines: (4) 
must have good reputation and be 
well established; Manning Watch & 
Jewelry Co., 580 Fifth Ave., New 
York, N. Y. 








Watch Work, etc., for 
the Trade 


BOSTON, MASS.; expert and guaranteed 
watch repairing: Watchmaster tested: 
prompt service, prices on request: mail 
orders invited. David Migdal & Co., 
109-B Summer St., Tel. Hu 2-9547. 


FINE watch repairing for the trade; all 
work guaranteed for one year; 3 to 5 
days service; Watchmaker tested; rea- 
sonable prices. A. H. Shierer, Watch- 
maker, 101 S. Marion St., Oak Park, Ill 


RELIABLE watch repairing; 3 to 5 day 
service; lowest price for high grade 
work: Watchmaster tested; H D 


VICKERS, 1405 Delafield, Mt. Pleasant, 
Texas. 


FINE WATCH trade: 
all work guaranteed ; 

price on request; mail 
ARTHUR HENSMAN, 
Main St., Carmel, N. Y 


repairing for the 
prompt service, 
orders invited; 

Watchmaker, 


RELIABLE TRADE watch repairing; ex- 
cellent service; electronically timed; 
cases polished; work guaranteed; rea- 
sonable prices; all watches insured; J. 
CAPARO, 16 E. Wood St., Norristown, 


> 
a. 


| 
| 


sicelaniiinarmeanle: 
JEWELERS 


COMPLICATED watch specialists; fine 
watch repairing to the trade; five days 
service; all watches timed, tested and 
guaranteed; 25 years’ experience. Stu- 
dio Watch Service, 1510-20 E. Dela- 
ware Place, Chicago 11, Ill. 


EXPERT REPAIRING ; 
year guarantee; one week 
cleaning and overhauling $1.75; clean- 
ing and main spring $2.50; 
balance staff $2.75; Precision 
Repair Co., 817 6th Ave., New York l, 
> 2 


WATCH 


RELIABLE WATCH REPAIRING; 
fast guaranteed service; serving the 
trade for over 30 vears; lowest 
price for high grade work; all work 


returned postage paid; you have 
tried the rest now try the best; 
WATCH SERVICE, Box 93, York, 
Pa. 





Watch Case Repairs 


| 


CASE JEWELER: 
Kurope; watch 
Backs turned to order; 
try me, fair prices; 
West ond Ave., 


WATCH 
trade in 


RELIABLE 
learned his 
case Bezels & 
no job too difficult . 
Albert Glesener, 588 
New York 24, N 4 





Special Order Work and 
Repairs for the Trade 


new mountings fur- 
Harold Jacob- 
Chicago 2, Il. 


JEWELRY repairing ; 
nished: diamond setting 
’.. Madison St., 


SOT. 24 


pinions cut; prompt and 
ruaranteed service ; estimates and price 
request. The Clock Shop, 108 


list on 
29nd St. S.W Charlottesville, Va. 


WHEELS and 


DIAMOND CUTTER; old miners re- 
cut; repair work welcomed; best 
references in jewelry business given; 
JACK SILK, 30 W. 47th St., New 
York, N. Y. 


REPAIRERS OF THE IRREPARA- 
BLE: restoring, china, glass, silver, 
ivory, tortoise shell, miniatures. 
fans. dresser sets; jewelry; Hess 
Repairs, 168 E. 33rd St., New York 
City, N. Y. 








} 
| 
uw 


Miscellaneous 


JUST RELEASED! HAMILTON ELEC- 
TRIC WATCH REPAIR MANUAL; 
over 100 step by step illustrations ; 
price $6.50; Western Penna. Horo- 
logical Institute, 807 Ridge Ave., 
Pittsburgh 12, Penna. 


TUMBLED stone jewelry: sells on sight: 


for January we offer the latest Euro- 
pean Gold Aluminum bracelets, each 
one hung with seven beautiful large 


gem stones; sell at $2.95 up: cost—12 
for $17.90 plus 25¢ postage; total of 84 
stones; money back guarantee ; 
AVERY, 332 Columbia Bldg., Wood- 
ridge, N. J 
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The Real Thing We Sell 


@® Your advertising budget. window displays and collec- 
tion percentages, the number of new accounts you 
opened this month or the number of old accounts that 
reopened these and similar matters need constant 
thought in the conduct of a retail jewelry business. 

Once in a while, though, someone reminds us of some- 
thing infinitely more essential to our success, some- 
thing so basic that we are apt either to take it for granted 
or to forget about it altogether. This is the importance 
of beauty. Without beauty, we would have nothing to 
sell and no accounts to measure. Without beauty, there 
never would have been a jewelry business. But through 
beauty, and just as long as we understand and faithfully 
serve mankind’s instinct for beauty, our industry will 
erow and prosper. 

Richard S. Bach, a leader in the design field and for 
many years associated with the Metropolitan Museum of 
\rt. discussed this matter of beauty during ceremonies 
honoring the winners in the 1958 Sterling Silver Today 
competition. 

(,00d design is the key to beauty, Mr. Bach said, but 
to do justi e to xood design there must also be good 
material and good workmanship. 

“Design,” he said, “is that flavoring which man-made 
things have; indeed, must have—yet all too rarely have 
in a degree or quality to make them eligible for the 
description: beautiful.” 

But design by itself is only part of the secret. The 
design must be transmitted to the material, for it is the 
body that must carry design, and this marriage of design 
to material demands craftsmanship. “The material must 
be good, or the design is cursed at the start; the work- 
manship must be good, or the design suffers insult 
accordingly. 

“Do you not daily see the failure of one or the other 
of these material considerations? When I am _ bothered 
with these weighty matters—and, as | often am. disturbed 
deeply over the poor consideration that is given in so 
many factories and other plants | like to think of 


sterling silver as a shining exception. 


“The cycle of life and time. of which design is the 
mirror and also the document. is represented in the 
work of craftsmen in many materials, as museum dis- 
plays show; among these, silver is a brilliant example. 

“This cannot readily be said of many types of design. 
One has only to consider, let us say, the products of the 
industrial arts of five years ago. perhaps 10, certainly 
25, to feel grateful for the passing of time. Time is a 
great selector of quality. 

“So, next let us think of conscience, that wonderful 
control so well illustrated in the work of the silversmith. 
That wonder of the ages, Abraham Lincoln, put it to 
us plainly and brings all theory to earth in these words: 
‘The man who does not do more than he is paid for isn't 
worth what he gets.’ 

“The right use of material is the vehicle; the skill 


and conscience with which it is used are the driving 


power. The genius of design is the adept driver without 


whom nothing else comes.” 

Mr. Bach was discussing sterling silver, and John B. 
Stevens, president of the Sterling Silversmiths Guild of 
America, had presented him an award for cultural 
leadership honoring his “consistent and dedicated leader- 
ship in support of the creative arts in America.” But 
what Richard Bach said applies with equal appropriate- 
ness to many other objects in our showcases. 

Do we have enough respect for those platinum rings 
and golden watches, those gem-set bracelets and crystal 
goblets? Our existence depends on the union of good 
design with good material and good workmanship. 
because the end-product is beauty, and it is hunger for 
beauty that makes men and women come into a jewelry 
store. 

We must feel the beauty of our things, and understand, 
as Mr. Bach pointed out, what makes them beautiful, 
if we want to get full mileage from our advertising, 
public relations and over-the-counter selling efforts. 
Realization of beauty, for us, is not merely aesthetically 


desirable. It’s a practical necessity. 


bale d Whee 


EDITOR 
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Are you 
frightened 
by new ideas? 


Some jewelers reject a new product because 
“they never had a call for it.’’” Others push new 
products because they know half of tomorrow's 
business will come from today’s new product ideas. 


What’s your reaction? On pages 16 to 25 we 
show you truly new gift ideas for babies, brides, 
teen-agers. Did you order samples? 


NEXT m= look for Anson’s newest ideas in MEN’S JEWELRY AND 


MEN’S GIFTS in the February issue 


Jewelers’ Circular-Keystone. y; 


FIRST WITH TRULY NEW IDEAS! 
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ONEIDACRAFT™ PREMIER STAINLESS 


Dy ; ime to pedleck “ ai 
@) celta: tjerantoyalale pane ol ae) fieiaat-Udiare . 














mea 
AN” 
NP 
‘> 
tA 
4 & 
Viz a 
o as “|. : 
E / | 
rm) 
— 
a 
z . 
. 
rT) 
c - 
v s 
7) 
: 4 
oO ‘Ss 
. a » 
wi * v 
= Fad 3 
wi 7” 
> | . e 
rf rT) 
= 4 id sas 
—o <a ct . 
5 © ¢ 
a = ° 
a co Oo 
* of 
« 2 
i) Ps 
> ° 
* 
w 
z 
re | 
ye.) ae 
Ted ts 
» 4 
n 





MORE WANTED PATTERNS! Proven best sellers . . . every pattern nationally 
tested for consumer appeal before it hits the market. The most complete assort- 
ment of modern and contemporary patterns in a wide range of price lines to suit 
every customer’s budget. 

MORE NATIONAL ADVERTISING! The greatest national campaign of any 
stainless tableware. Look! All these eye-catching pages in the first six months 
Better Homes and Gardens: April, June; Good Housekeeping: March, May; Parents’: 
February, April; Living: April, May; Sunset: April; Bride’s: March, July; Bride 
© Home: April, July. 


MORE DEALER AIDS! The only stainless in the industry with a registered guar- 


antee and a direct-mail follow-up urging customers to return to you now for addi- 


tional pieces. Also, handsome displays, successful packaging, point-of-sale litera- 


ture, newspaper mats and TV scripts. Tie in! Promote now! 








PROFILE* Oneidacraft™ Deluxe 
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SHASTA* Oneidacraft* Deluxe 
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ONEIDACRAFT* DELUXE STAINLESS 
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Crafted by 


ONEIDA SILVERSMITHS 
Makers of Distinctive Tableware 


HEIRLOOM™ STERLING - COMMUNITY™ SILVERPLATE + ONEIDACRAFT* STAINLESS 
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